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Canada Dry Testing $1.28 
Wholesale Price on Splits! 


In an unprecedented move to price for a fair 
return, Canada Dry Ginger Ale, Inc., late last month 
launched a “high price” test on splits in Poughkeep- 
sie, N. Y. During the test, Canada Dry splits are 
being wholesaled at $1.28 per case, with a corre- 
sponding retail price of 2 bottles for 15c. Carry-home 
cartons are being merchandised for 43c, plus deposit. 
The new test price is receiving heavy advertising 
support 


Michigan Association Urges Higher 
Deposit Rates, 3-Cent Carton Deposit 


Recommendations for the establishment of a 3c- 
carton deposit, and an increase in bottle and case de- 
posits, were unanimously adopted at a recent meet- 
ing of the board of directors of the Michigan Bottlers 
of Carbonated Beverages. 

The association said, “We concede that cartons are 
an expensive item and feel the adoption of a 3c per 
carton deposit would be a relief from a now burden- 
some expense.” 

The group also declared that “an increase in bottle 
and case deposits should be adopted so that deposits 
nearer cover the costs.”” It recommended that the de- 
posit be upped to 3c per bottle on splits and 28c for 
the shell (total $1.00), and to 6c per bottle on 
quarts and 28c per shell (total $1.00). 
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Prices Upped Throughout Wyoming, 
Los Angeles; Other Bottlers Are Following 


Gathering momentum daily, the move through- 
out the industry to price-for-profits continued to 
make headway last month. 

1. In Los Angeles, several prominent bottlers ef- 
fected wholesale price increases, with the result that 
every major brand in the territory is being whole- 
saled for at least 90 cents. In Wyoming, the 
price-for-profits drive gained converts throughout 
the State; in fact, every plant in the State (with 
one possible exception) is now selling at ninety 
cents per case or higher. (Full reports on the Los 
Angeles and Wyoming price developments appear 
elsewhere in this issue.) 

2. In Albuque.que, New Mexico, prices were 
boosted to ninety-six cents on the following major 
franchise brands: Royal Crown Cola, Nehi, Canada 
Dry, Barqs, Hires, Dr. Pepper, O-So Grape and 
Nesbitt’s. Pepsi-Cola moved up to ninety cents. How- 
ever, Coca-Cola, Grapette, Seven-Up and Vess Cola 
remained firm at eighty cents. Prior to the raise on 
splits, the major quarts in the territory (Par-T-Pak, . 
Canada Dry, Clicquot Club, 7-Up) had been boosted 
to $1.45 per case. 

3. In New York State, the traditional five-cent 





HEAD SOUTHERN CALIFORNIA BOTTLERS 


Recently elected to direct activities of the Southern 
California Bottlers Association for 1950 are the follow- 
ing officers and directors. Seated, left to right: Richard 
Cook, vice-president; A. D. MacDonald, president; Val 
Saunders, secretary-treasurer. Standing: Directors R. 
K. Greenlaw, Fred Rietler, Biggs Holcomb, Pete Can- 
zano, Andrew Dossett, Phil Croke, and Jim McGregor. 











telephone call “bit the dust.” The New York Tele- 
phone Co. received authorization to boost its coin- 
box charges to ten cents. 

4. In Washington, D. C., A.B.C.B. president Tru- 
man Gill told a meeting of trade leaders that the 
association has always decried below-cost selling. He 
pointed out that its Profit Planning Program in- 
cludes a “formula” showing that under certain con- 


ditions there is no alternative to a price increase. 
5. From New Haven, Conn., John J. Cott, head 
of Cott Beverage Corp., prominent independent bot- 


tling operation, advised N.B.G. that “Cott has main- 
tained a 20c price from the day we started in busi 
ness in Northern New England and have increased 
our volume from nothing to over a million cases of 
quarts at 20c a bottle, showing that the public will 
pay 20c a bottle for a quality beverage. Our 20-cent 
price exists on everything except sparkling water, 
which retails at 18c, 2 for 35c. All flavors are at 20¢ 
plus deposit.” Mr. Cott also took exception with 
a statement attributed to him (by an overzealous 
copywriter) in last month's N.B.G., to the effect that 
he was “quaking in his boots a little’ when he 
effected recent price increases. ‘We knew we were 
doing the right thing, and therefore had no fear at 
all,” he asserted 


Senate Issues Special Report on 
Intermediate Coinage Hearings 


A booklet containing the complete testimony on 
intermediate coinage recently presented to the Senate 
Subcommittee on Currency and Coinage has been 
issued by the committee. Copies of the booklet may 
be obtained by writing to Senator Glen H. Taylor, 
Chairman, U. S. Senate Subcommittee on Currency 
and Coinage, Senate Office Building, Washington 25, 
D. ¢ 

Among the soft drink industry representatives tes 
tifying at the hearings were Mitchell Cox, sales pro 
motion manager, Pepsi-Cola Co.; Ray Derges, presi 
dent, Derges Bottling Co., Peoria, Illinois; Richard 
A. Conover, president, O-So Grape Co., Chicago, Illi 
nois; and Joseph Strathman, owner, Seneca Whole 
sale Co., Seneca, Kansas 


A.B.C.B. Urges United Front On 
Sugar By Industrial Users 

Creation of a National Sugar Consumers’ Council 
was proposed last month by A.B.C.B. in a letter to 
the presidents of nine trade associations representing 
major industrial users of sugar. The letter was signed 
by Wilbur H. Glenn, Columbus, Ga., chairman of 
the Special Sugar Committee of A.B.C.B 


“Tf we, as users and as consumers, can broaden the 


base upon which we approach the problem of sugar, 
that would seem greatly to increase our chances of 
getting even greater recognition by public officials of 
the position our industries have taken regarding 
sugar,” Mr. Glenn wrote. “Until we take the people 
into our confidence, give them the facts they may not 
otherwise get, and enlist their active cooperation and 
influence, we shall not be availing ourselves of our 
greatest potential strength in counteracting the 
present domination by the sugar interests of our na- 
tional sugar policy and program.” 


Pa. Bottler Nominated for Legislature; 
Campaigned Against Soft Drink Tax 
Clarence G.Stoner, of Shiremanstown, Pa., secre- 
tary and past president of the Keystone Bottlers’ 
Association, won the Republican nomination for rep- 
resentative in the General Assembly from Cumber- 
land County in Pennsylvania’s May 16 primary. Mr. 
Stoner, co-owner of the Seven-Up operation in Har- 
risburg, handily trounced his opponent, 8,446 to 
6,855, in a campaign in which the State's invidious 
soft drink tax was a prominent issue. He campaigned 
not only against the discriminatory beverage tax, but 
against “the whole crazy-quilt system of unfair taxa- 
tion that has sprung up in Pennsylvania.” 
Significantly, his opponent, Arthur George, voted 
for re-enactment of the soft drink tax at the 1947 
session of the legislature, and had the support of the 
regular Republican organization headed by Gov. 
James H. Duff, who introduced the tax in 1947. 
; Stoner’s victory was the highlight of several other 
important and favorable developments last month 
on the fight to repeal the beverage tax. At its 1950 








ADVANCE ANNOUNCEMENT 


SEVEN UP WILL SOON BE AVAILABLE IN CON- 
VENIENT, SIX-BOTTLE, CARRY-HOME CARTONS. THERE 
WILL BE A THREE CENT (3c) DEPOSIT ON EACH CARTON. 

Each 7-Up carton will be plainly marked as follows: 


“6 FOR 25¢” 

“15¢ DEPOSIT” (12¢c FOR BOTTLES—3c for Carton) 

NOT ICED 

This information is given to you in advance to 
assure you that you are authorized to refund to your 
customers 3c per carton when such 7-Up cartons are 
returned to your store. You will receive the 3c deposit 
in turn from your 7-Up distributor. 


JOYCE SEVEN UP BOTTLING CO. 








CARTON DEPOSIT ANNOUNCEMENT 


When Joyce Seven-Up Bottling Co., of New Rochelle, 
N. Y., recently instituted a three-cent deposit on carry- 
home cartons, it distributed this “Advance Announce- 
ment’ to dealers. (For a report on how bottlers are 
faring with a 3-cent carton deposit. see feature, “Car- 
ton Deposit Movement Grows.” in this issue.) 
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TRADE LEADERS CONFER WITH A.B.C.B. BOARD 


Parent company officials, supply house executives, and trade 
press representatives were among the fifty industry leaders 
invited to attend A.B.C.B.’s Executive Board meeting in Wash- 
ington, D. C. last month, and offer constructive suggestions 
“for the good of the industry and its national association.” 
Major emphasis at the meeting, the second at which associ- 
ate members have been asked to confer with the A.B.C.B 


r— it, 4 

FY 4 
Board. was focused on the forthcoming national convention- 
exposition in San Francisco, Oct. 30-Nov. 2. Several trade 
leaders, including NBG’s Managing Editor, M. J. Becker, sug- 
gested that the industry's major problems, namely high costs 
and low prices, be fully aired at the forthcoming meeting. 
A.B.C.B. also announced plans for an exposition in connec- 
tion with the 1951 annual meeting. This meeting will be held 
at either an eastern or middle western city. 





convention, the Pennsylvania State Federation of 
Labor demanded immediate repeal of the tax, point- 


ing out that the levy had increased unemployment 
and slashed the soft drink industry's business by 
more than 40%. “Soft drinks are food products,” a 
resolution unanimously voted by the labor organiza- 
tion said. ‘“To tax food violates fundamental tax 
principles.” 

The Butler County Soft Drink Bottlers launched 
a heavy advertising campaign to get Pennsylvanians 
to “vote right” on the tax issue. Typical news- 
paper copy: “Attention Voters! Be sure to vote 
FOR candidates OPPOSED to the soft drink tax. 


This discriminatory tax (is being) passed on to you.” 


Canada Dry Earnings Up; Pepsi's Down 


The first major parent company to show an earn- 
ings rise in 1950 (over 1949), Canada Dry Ginger 
Ale, Inc., N. Y. C., and its subsidiaries last month 
reported a net income of $912,663 for the six months 
ending Mar. 31. This compares with earnings of 
$867,956 for the corresponding period of the previ- 
ous year. Net sales for the six months were $25,176,- 
728, against $23,320,380 a year ago. 

There was other important news on the industry's 
financial front last month. 

At the annual meeting of stockholders, Alfred N. 
Steele, president of the Pepsi-Cola Co., declared that 
although the company showed an upward trend in 
sales during the first quarter, it sustained a net loss of 
$100,000. This compared with a net profit of $570,- 
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000 for the first quarter of 1949. Mr. Steele added 
that Pepsi-Cola “will have a profitable year” by the 
end of 1950, but added that “it’s going to take 
money and time to rebuild sales territory by terri- 
tory. 


Labor Costs Seen Rising As Unions 
Press New Demands 


Soft drink bottlers’ labor costs are moving upwards 
in many parts of the country, as unions are pressing 
for higher wage rates and other benefits, and in many 
instances, getting them. Some examples: 

In Phoenix, Ariz., a prominent bottling operation 
signed a new wage agreement, giving routemen a 
base salary 67% higher than they received in 1945. 
Through their union, the routemen also demanded—- 
and got—a guaranteed minimum monthly income of 
$215 for the winter months, and $250 for the summer 
months. If the routemen’s monthly base pay plus 
commissions are smaller than the guarantee, the com- 
pany will make up the difference. 

In San Diego, five major bottling plants accepted 
a new union contract, boosting weekly pay of route- 
men to $67, plus commissions. Inside workers in the 
five plants received a 5-cent-an-hour raise, bringing 
their pay range to $1.55-$1.85 per hour. A second 
similar increase for inside workers will go into effect 
May 1, 1951 as part of a two-year contract. At that 
time, routemen will receive an additional pay boost 
of $2. 

In Pittsburgh, reports have it that the local route- 
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men’s union is demanding a minimum guarantee of 
$70 per week (5 days). Present contracts call for a 
$64.50 minimum. 

In New York City, the union is seeking a nine- 
point program of benefits for inside workers. In addi- 
tion to a wage increase, the union is asking for hos- 
pitalization insurance, two relief periods daily, in- 
creased sick benefits, and longer vacations (with pay, 
of course). 


Pepsi Testing 10-Oz. Bottle; 
Drives for Fountain Sales Expansion 


In what constitutes the first two major moves of 
the company since Alfred N. Steele assumed its presi- 
dency, the Pepsi-Cola Co. last month (1) started 
market-testing a 10-oz. bottle, and (2) launched a 
special sirup deal for large volume fountain opera- 
tors. 

Eighteen Pepsi-Cola plants in five States—Texas, 
Arkansas, Mississippi, Tennessee and Alabama— 
have been authorized to conduct the 10-o0z. bottle 
market tests. Several of these have already begun dis- 
tribution of the new, experimental-size package. 

Under the new sirup deal, which is designed to 
boost Pepsi sales through multiple outlets, large foun- 
tain operators qualifying for volume discounts, will 
be able to buy Pepsi sirup direct from the company 
instead of through bottlers, who by law can charge 
any price they wish. 

The new fountain deal reportedly will also enable 
the parent company to offer $34 worth of sirup (re- 
tail value) with each new dispenser installed in mul- 
tiple outlets. 

Under recent management changes, two high ex- 
ecutives under the reign of former president Walter 
S. Mack, Jr. have recently left the company. They 
are Talbot O. ““Toby’’ Freeman. vice-president, and 
George M. O'Neil, head of purchasing. Mr. Freeman 
has not yet announced future plans; Mr. O'Neil has 
set up the George M. O'Neil Co., Inc., in New York 
City, and will represent manufacturers’ of various 
bottlers’ supplies. 
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GEN. CLAY JOINS 
CONTINENTAL CAN 


General Lucius D. Clay, 
one of the nation’s most-re- 
spected military leaders, 
has joined the Continental 
Can Co., New York City, as 
Chairman of the Board. 








Idcho Bottlers Form Association 


Formation of the Idaho Bottlers Association, Inc. 
was announced recently following the group's organ- 
ization meeting. The Idaho bottlers were formerly 
affliated with the Tri-State Bottlers of Carbonated 
Beverages. 

Officers elected were: R. R. West, Boise, presi- 
dent; Robert Rust, Idaho Falls, vice-president; and 
Arlie Johnson, Boise, secretary-treasurer. Directors 
named were: George Chaffee, Pocatello, and William 
Bogard, Boise. The new association will hold its first 
annual convention in Idaho Falls next fall. 


News Briefs 


Several leading parent companies are known to be 
considering merchandising their products in cans, 
despite reports that canned Pepsi-Cola is meeting a 
lot of consumer resistance... White Rock Bottlers 
Company of Los Angeles has taken over franchises 
for bottling and distributing Dr. Pepper and Welch- 
ade. Dr. Pepper will be distributed by White Rock 
only in metropolitan Los Angeles; Welchade will be 
distributed throughout the company’s entire terri- 
tory in Southern California ... Minute Maid Corp. 
has added a lemonade mix to its line of fresh frozen 
citrus concentrates. Directions for preparing the 
home-made lemonade drink are printed prominently 
on the label . .. Federal Trade Commission has reor- 
ganized its bureaus and divisions in a move to pro- 
mote the development of its cooperative work with 
industry, and to eliminate delay in the handling of 
cases. 

Another indication of increasing beverage business 
is a Census Bureau report showing that March ship- 
ments of crowns were 28% above February 1950 
and 29% above March 1949 .. . Average weekly earn- 
ings of soft drink production workers in February 
1950 was $46.55...A.B.C.B. has released a new 
booklet answering the question, ‘How Can We Make 
More Sales?” It urges bottlers to get closer control 


(‘‘TZalk of the Trade’’ continues on Page 63) 
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A Sound, Proven Program 
...in Market after Market 


ONE Nationally-famous NAME with assured public 
acceptance. 

ONE BOTTLE ... for your “lead” beverage and 
your entire flavor line. 

TEN Super-quality FLAVORS ... ata flavor cost 

as low as 3c per case of 24 — LO oz, bottles. 


(Bottler’s profit comparable with non-protected 
flavor lines.) 


BOTTLE ASSISTANCE by Parent Company. 


...and Now 


DEHYDRA FLAVORS shipped by Prepaid 


.. As the result of many years of 


Parcel Post . 


A 


ORDINARY 


laboratory work, we are now 
shipping most flavors in DE- 


HYDRA units... unnecessary 


water removed. You save in 
you save all de- 


first cost... 
TRADE MARK REC- 


BEVERAGES 


livery expense ... you avoid 


delays and breakage. 


Git 


IT’S NOT TOO LATE TO CHANGE .. . Let 
us tell you of the experience of other bottlers, 


with details of this sensational proposition. 
10 Ounce Bottle 


O-So Grape Company girs, ine 
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O-SO-GRAPE Quality Brockway Beverage bottles 
with colorful permanent 
applied color labels (ACL), 

NU-GRAPE a ‘ 
and the smooth Temperglaze finish. 
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GRAPETTE « NEHI e FROSTIE «© MISSION DRY e« MASE $0 FI 
RED ROCK CLICQUOT CLUB e BIRELEY’S e WHISTLE | DRINK 


mm 












































rNCORPORATED 


PA. 


+ LIQUOR 
EVERAGES 
BONATED B 
+ BEER * CAR 
TICAL * FOODS 
PHARMACEU 
OPRIETARY, 


PRESCRIPTION * PR 


WHATEVER YOU PACKAGE FOR SALE IN GLASS CONTAINERS...BUY BROCKWAY FOR QUALITY 
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RED SEAL 


CERTIFIED FOOD 


me \4 
A Complete Line a 
... for Radiance \ 
Uniformity 
Stability 


More than forty years of experience stand 
behind each lot of Red Seal Certified Food Colors 
manufactured by Warner-Jenkinson. 
Combined with the finest of materials and the 
most exacting standards of formulation 
in the industry, Red Seal Certified 
Food Colors represent the utmost 


in quality and value. 


WARNER-JENKINSON MANUFACTURING CO. 
Manufacturers of Certified Food Colors, Extracts, Flavors, Vanillas 
ESTABLISHED 1905 2526 BALDWIN ST. @ ST. LOUIS 6, MO. 
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V, 
hat counts most in Cream Soda? Two 


things——taste and aroma! And on both scores. 
our “lab” men got just what they wanted in 
Twitehell’s newly-developed Cream Soda. 
Delicate shading of ingredients gives an 
aroma so tantalizing that eves light up even 
before lips touch the beverage. And taste? Just 
listen to those lips smack as the aroma delivers 
what it promises. All in all, you have the one 


blend that reaches a peak of taste and enjoy- 


Ss. 


¥ 


CRESTMONT AND HADDON AVES 


A 


8l years of 


WHERE IT COUNTS 


cHELL’S 


ment— the Cream Soda you've always wanted. 
This very moment the summertime taste of 
plenty of folks is running to Cream Soda. Make 
sure they run fastest and oftenest to vour brand 
by bottling Twitehell’s 1950-improved Cream 
Soda. It’s as delicious—and as profitable—a 
drink as you'll ever wrap glass around. 
You're busy, so the briefest of letters will 


serve to get your order or generous sample 


right off to you. 
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FROM THE 
EDITOR'S NOTEBOOK: — 
"%, cant be done?” 


about pric 


You can keep kidding yourself 
increases if you enjoy that pastime and a 
sorrowful-looking bank balance. but the fact is that hun 
dreds of bottling plants are operating comfortably in the 
black-—with higher prices—-with and without the coopera- 
tion of other local bottlers. Last month and again this 
month, NATIONAL BorTLers’ GazeETTE publishes an inter 
esting case history of a price raise. We'll continue to 
publish these interviews in the hope that they will give 
encouragement and information to those who are. still 


timid about getting a profitable price for their products. 


Well, we're pretty much alone now .. . Time was when 
the nickel got plenty of traffic. You could buy a wide 
variety of produc ts and services for the one “big” nickel 

Phen some strange people got the idea that costs were 
too high for their products to sell for a nickel and so they 
went up... After a while it was just transit facilities 
the phone call and the soft drink left... . Then the 
transit fares went up and deserted . . . Well, anyway, the 
phone call would stay with us? However, by and by, the 
‘phone companies started checking into their figures and. 


: ’ 
guess what ?-—we're alone 


Although price increases are proving the most prac- 
tical answer to high operating costs. many bottlers are 
coming up with other answers to diminishing profits. 
We're particularly impressed by the trend towards carton 
deposits. It’s encouraging to note that in those instances 
where carton deposits (generally 3c) have been effected. 
the bottlers’ carton losses have been reduced appreciably, 
while sales have not been retarded. (See “Carton Deposit 


Movement Grows’ in this issue.) 


“Beverage Week” was the official title given to the 
national promotion of adl bottled soft drinks in the years 
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Editorial 


1939 to 1943. During this Week, thousands of bottlers 
affixed special banners on their plants and their trucks; 
placed hundreds of thousands of special point-of-purchase 
cards and strips in retail outlets; sponsored unusual 
marketing and merchandising campaigns. 

The A.B.C.B. supplied suggestions, advertising mats, 
promotional material. All in all, it was an_ effective, 
economical and useful campaign to direct’ consumers’ 
attention to the wholesome refreshment made possible 
by the industry's products. 

In view of the appreciable interest’ by many in the 
industry for a cooperative advertising campaign—why 
not plan to revive “Beverage Week” for some time in 
the Fall of 1950, or Spring of 19517 


A.B.C.B. is acting wisely when it invites to Board 
meetings, as it did last month, leaders from the flavor 
and franchise field, prominent supplymen and the trade 
press. 

These trade leaders were given an opportunity to 
frankly express themselves on a wide variety of subjects. 
Board members were thus exposed to facts and opinions 
which cannot help but broaden their viewpoints and 
clarify their opinions. 

It’s a policy that should be continued. In this instance, 
the old adage “Two heads are better than one” forcefully 
applies. 


Before our next issue is in your hands school will be 
out. Millions of American kids will be embarked on their 
happy summer vacations . . . Let’s make certain that the 
vacations are “happy”—let’s caution our drivers to be 
on the alert for the kid darting out into the road from 
behind a tree or parked car; or for the little girl who 
is talking to her doll while she steps off into the road. 
Make certain your drivers play safe—by practicing 


safety! 
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90¢ Price 
in Los Angeles 


Borns of Los Angeles, Cali 


fornia, have the unique distinction 
of making it the first major metro 
politan city in the country to accom 
plish an area-wide increase in 
wholesale prices for split sized soft 


drinks weeks, 


nearly every beverage bottled in the 


In the past few 


southern California city has been 
“upped” in price on the wholesale 
level, belatedly following the prece 
dent set by Coca-Cola Bottling Com 
pany several years ago in establist 
ing a new price of 90c. The move 
was long overdue, according to most 
bottlers in the territory, because 
of the extremely high costs affect 
ing West coast bottlers, but was re 
tarded by 


Suspicion and mistrust 


among the bottlers. This attitude 
slowly changed as several other bot 
tlers during the past two years 


found their positions untenable at 
the old prices and matched Coke's 


case prices 
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Individual increases started 3 years 


ago climaxed last month as most of 


Climax In May 
The climax in the price move 


came in May, some bottlers an 
nouncing their increases on May 1 
and others following at various 
dates up to the end of the month 

The development comes on_ the 
heels of the news that all bottlers 
of Wyoming are at 
new price levels. (See the story on 
pure 17 

NATIONAL BOTTLERS’ GA 
ZETTE 

} 


spondent las contacted every bot 


through its special corre 


tler in Los Angeles known to have 
raised prices, or contemplating do 
this exclusive report 
individual positions 

ions to the new price level 
important factor disclosed in our 
Wide analysis is the general be 
ales volume will not be 

price rise, first because 
understand 


sympathetic 


pport of most retailers 


city’s bottlers climb the bandwagon. 


and consumers and, second, because 
retail prices have ranged from 6« 
to 10c for many months prior to the 
increase, Therefore, the new whole 
sale level will have little or no effect 


on retail prices 


Price Line Up 
Following is the wholesale price 
lineup of major beverages in the 
Los Angeles area as of May 23 
Nehi (9 oz 9K 
Wilshire Club (10 0z 9 
Globe Bottling Co. (qts.)—$1.25 
Tastee Bottling Co. (Sun Spot, 
OZ 9K 
sireley’s — 90 
Pepsi-Cola (12 oz 96K 
Royal Crown Cola 90 
Coca-Cola— 9 
Dad’s Root Beer —9 
Barg’s— 90 
Squirt—9¢ 
Nesbitt’s 


Nesbitt’s 7 oz Gi 


(10 oz GE 


Mission Orange (10 oz 9K 


K’s Beverage, Inc 90 
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SIDNEY PIKER 


BERNARD MOGEL 


GEO. E. SILVER 





Several bottlers announced their 
price increases to their retail out- 
lets by means of letters. Nesbitt’s 
simply listed the new price range, 
its deposit schedule and the nota- 
tion that the new prices would be- 
come effective as of May 1. Mission 
Orange, in its letter to‘the retail 
ers, said: ““We announce an increase 
of 10c¢ per case on bottled Mis- 
effective May 2, 


1950. Our wholesale price, there 


sion beverages 


fore, will be 90¢ per case of 24 10 
ounce bottles plus 60c¢ deposit.” 
There was no change in the de 
posit structure in Los Angeles 
3ottle deposits remain at from 50« 
to 60¢ per case, although some of 
the bottlers are contemplating the 
placement of a deposit on cartons 
Following are 
N.B.G 


bottlers. All quotations are 


reports on the 
interviews with individual 
direct 
and authorized: 

NEHI BEVERAGE COMPANY 

This company’s price raise took 
effect May 1. It raised its price on 
smalls from 80c¢ to 90¢ covering the 
Nehi 9-ounce bottle. The old price 
had prevailed for over twenty years 
The price change was announced to 
the trade by routemen for the com 
pany, who had_ previously been 
briefed. In the case of chain stores, 
these were visited by the sales man 
ager and supervisor George E. Sil 
ver, president of the company, re 
ported that there has been no sign 
of an increase in prices at the re 


tail level, as dealers have been set- 
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tling their own prices for a long 
time, subject to their own circum- 
stances. “When we decided to raise 
the price,” said Mr. 


knew we 


Silver, “we 
were going to have to 
work harder We 


that sales have been steadily in- 


have.” He said 


creasing since the war and are 22% 
up this year over the same period 
last year. In the month the new 
price has been in effect, it has not 
affected volume. The company Ccov- 
ers Los Angeles county with 54 
trucks and a like number of route- 
men 
NESBITT’S 
PANY 


crease went into effect on May 1, 


BOTTLING COM- 


This company’s price in 


going from 80c to 90c¢ on 7-ounce 
goods and from 90c¢ to 96¢ on 10- 
Nesbitt’s is the only brand 
bottled. “I found,” said Mr. Cook, 


manager of the company, “that in 


ounce 


order to attain the same result as 
accomplished by the 6¢ case in- 
crease in price, we'd otherwise have 
to increase our 1950 volume by one- 
third.” Letters were circulated to 
the trade announcing the bare fact 
of the increase. In addition, the 
routemen were thoroughly sold on 
the necessity for putting the in- 
crease over. “The routemen must 
be sold or the bottler is asking for 
Cook. “We 
pointed out to our men that by get- 


trouble,” explained Mr 
ting a price raise they secured their 
own jobs.” Dealers are being en- 
couraged to ask more for the bever 


ages at retail in the few instances 


where the price was still 5c. The 


company 


sales 


found that 90°; of its 


(on-premise consumption 





ABRAHAM KANNER 











were at 7c before the price rise 
While the increase has been in effect 
four weeks, there is no real basis 
for comparison of volume, as the 

weather has 
However, Mr 


Cook believes that not a single case 


southern California 


been unseasonable 
sale has been lost. He operates 15 
trucks and plans to put on 3 more, 
to cover his 6,300 accounts in met 
Angeles. Mr. Cook 


importance of not 


ropolitan Los 
emphasized the 
apologizing for a price increase and 
stated his belief that the bottler is 
lost if he is hesitant or hints at be 
ing ready to back down He re 


porte d no buye} repercussions 


DAD'S ROOT BEER 
rLING COMPANY This 


increased its prices in 1947, going 


BOT 


plant 


from 80c to 90c. At that time, the 
drivers notified the accounts, with 


chains and = super-markets being 


notified by letter, and some of the 
larger chains being visited pe 
Mogel, 


and partner in the company 


sonally Jernard managet 
found 
dealers happy to pay 90c in 1947, 
but it began to find resistance to 
90c in 1948 and volume decreased 
for a while in that year compared 
to 1947. However, the decrease did 
“There is still a littl 
Mogel admits, “but 
The package 1s 


still selling for 5e at stores 


not last long 
resistance,”’ Mr 
we need that dime 
while 
cafes and hot dog stands get any 
as they 


where from 7c to 10c, just 


did when the bottler was getting 
only 80c. In groceries, however, the 
price increase eliminates the 6 for 

y at 6 for 30c, the 
grocers make more than their 
original profit. “ The 90¢e figure,” de 


clared Mr 


mum and is still not sufficient to 


Mogel, “is a bare mini 


take care of capital investment 
He is servicing 14,000 accounts and 


runs 32 trucks 


K'S BEVERAGES, IN¢ 


Cummings, sales manage! 


Myrtle 
when it 
terviewed, reported that his price 
rise went into effect May 15, going 
from 80c to 90c¢ on K’s 7T-ounce 
bottles. Routemen notified the trade 
of the raise on the trip immediatels 
prior to it. Two sales meeting were 
held to acquaint routemen with the 
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increase and to sell them on it. Per- 


sonal contacts were made by the 


management at large outlets. Thers 


has been no material change in 


prices at the retail level—soft drink 
stands have been charging 6c to 7% 
for a long time while groceries have 
been getting 5c and 6c. “It is too 
early to tell whether there will be a 
stated Mr 


mings, “but if there is, it will be a 


drop in volume,” Cum 
minor one and will be gained back.” 
This company operates on a dis 
tributorship basis, with routemen 
as independent operators, and cov 
ers Los Angeles and Orange coun 
ties and part of San Bernardino 


county with 13 trucks servicing 


1800 accounts 
BARQ’S BOTTLING 
PANY.—This 


smaller enterprises in the commu 


COM 
firm, one of the 


nity, Is going along with the price 
rise. Sidney Piker, manager of the 
company, raised prices on two of 
his routes and is feeling his way 
along. The new prices will be fully 
effective on all routes by May 21 
and will consist of 90c on Barq’s 12 
ounce bottles. Retail prices were al 
ready up and it is not expected that 
prices will be further increased for 
on-premise consumption Some gro 
ceries may increase the retail pric¢ 


Mr. Pike 


crease to definitely be reflected in a 


expects “the price in 


bette! profit position.” He covers 


Los Angeles city only with 1,400 


wccounts and 5 trucks 


GLOBE BOTTLING COMPANY 
The firm bottles the p 
brand “Wilshire Club,” and is 
ing its 10-ounce size at 90c. On its 
quart package it discontinued, o1 
May 1, the 


20 at $1.25, 


policy of 4 cases witt 


constitutes 


which 

odd cents increase on e; 

quarts. Termination of 

announced to the trade 

nd by routemen after they 
brieted at sales meetings 
r, owner of the company 


frankly admitted the impossibility 


making any profit without ar 
ise. He cited the numerous 
the cost of operation, 


the higher wages 


and delivery employees 


change was imperative due to the 
high cost of raw mate- 
bottles, 


extremely 


rials, sugar, and higher 


wages,” said Mr. Kanner. “It is my 
opinion that bottlers are entitled 
to a higher return on their invest- 
ment. And, even this price increase 
hasn’t solved our problem, but it 
is a first step in the right direc- 
tion.” He bottlers’ 


customers like to see the industry 


believes that 


successful and prosperous and re- 
pects those who do those things 


necessary to insure that success 


From the standpoint of industry 
good-will, this is vitally important, 
too, he emphasized. He cited the 
ill-will created when small bottlers 
go broke, leaving dealers stuck with 
empties on which they 
This, 


Kanner, has a tendency to hurt the 


have paid 
deposits according to Mr. 
whole industry. “I feel,” said he, 


“that we should get at least 25c 
more a case to really make a decent 


profit on our investment.’ 
TASTEE BEVERAGE COM 
PANY William Lev 


itt, owner and manager, raised the 


(Sun Spot 


price of Sun Spot from 80c to 90¢ 
on the 10-ounce goods effective May 
22. Drivers are now notifying the 


trade, following briefing at sales 
meetings. However, Mr. Levitt feels 
that the present price will only pal 
tially solve the bottlers’ proble m of 
attaining a fair profit on plant in- 
vestment. “At 90c, I believe we 
an make a fair profit,” said Mr 
Levitt, “if we can get the bottle 
deposit raised to $1.00 a case The 
f 


heavy loss of glass is where our 


profits are going ” He did not an 


ticipate any price changes on the 


l, since most refresh- 
ment stands were getting from && 
to 10c a bottle. Mr. Levitt operates 
metropolitan Los Angeles, in 


cluding Long Beach, uSINg 11 


trucks 


MISSION ORANGE BOTTLING 
COMPANY The company’s price 
nt into effect May 2, 

price from 80c¢ to 90¢ 

Mission orange and 


‘The ncreased 


on page 7 
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All Wyoming Prices Up! 


State becomes first in nation in which all bottlers (with 
one possible exception) have increased wholesale prices. 


WW vounc stands proudly today 


as the first State in the nation in 
which practically all soft drink bot- 
tlers have increased wholesale sell- 
ing prices. With the possible excep- 
tion of one plant, not a single bot- 
tler in the state 


mately 22 


there are approxi- 
is currently wholesaling 
his product for less than 80c¢ per 
case. 


State’s 


Furthermore, 
bottlers 


many of the 
have also raised 
their bottle and case deposits to 
one dollar. 

These facts were made known 
through a spot check of Wyoming 
bottlers at their recent convention, 
through a subsequent survey of 
price conditions in the territory by 
NATIONAL BOTTERS’ GAZETTE, and 
through information obtained from 
the secretary of the Wyoming Bot- 
tlers’ Association, John J. Dregoiw. 
Mr. Dregoiw, who operates the 
Sheridan Coca-Cola Bottling Com- 
pany, advised NBG last month: 

“At the time of our convention in 
April, only one bottler was still at 
the 80c wholesale price. Since then, 
I have been given the information 
that he is planning to raise.” 

Of significance is the fact that 
each of the plants in the State 
raised its prices individually. In 
fact, some of the increases became 
effective as far back as four years 
ago, while other price raises were 
executed early this year. Also sig- 
nificant is that practically every 
major franchise brand—Coca-Cola, 


Seven-Up and Pepsi-Cola among 


them—is represented in the price 


increases 
All Price Boosts Successful 


But more important is the fact 
that all of the price boosts have 
been successful. Not a single plant 
NBG reported a de- 


crease in volume that could be at- 


contacted by 
tributed to its higher selling price. 
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In addition, most bottlers indicated 
that their new prices have been re- 
sulting in added profits. Typical was 
the remark of one bottler: 

“While my price increase has not 
had any effect on sales, one way or 
the other, it’s certainly making my 
books look a lot better.” 

The price increases did not meet 
any general dealer resistance. In- 
deed, many dealers, as one bottler 
put it, “wondered why we hadn’t 
gone up like everyone else (all other 
food products) long ago.” 

Strangely, the wholesale price in- 
where the 


had been raised to 96c¢ per case 


creases—even product 
have not resulted in any change in 
the retail price of a single bottle of 
soft drink. A single bottle still re- 
tails for 5c in most supermarkets 
and grocery stores. However, the 
carton price has been raised from 
25c to 30c, while the case price has 
been increased from $1.00 to $1.15. 

In effecting their price raises, 
most Wyoming bottlers deemed it 
inadvisable to publicize the move, 
and therefore, little or no advertis- 
ing was used. 

The Pepsi-Cola Bottling 


pany of Casper, like most of the 


Com- 


other Wyoming plants, simply “had 
the driver notify the outlets at the 
time of delivery.” This company 
has been getting one dollar per case 
for 12 oz. Pepsi-Cola for the past 
four years, and raised the price on 
its flavor line from 80c to 90c a 
year ago 

One plant in Sheridan took the 
extra step of sending a letter to its 
dealers to inform them of the in- 
crease. The letter also carried a sug- 
gested retail price schedule to con- 
form with the new wholesale price 
level. 


Deposits Also Increased 


As a further step towards im- 


proving their profit position, most 
of the State’s bottlers have also in- 
creased their deposit rates to one 
dollar per case. The Coca-Cola Bot- 
tling Company of Casper, which in- 
creased its deposit in April (to 28c 
for shell and 3c per bottle), did so 
thusly : 

“Our drivers were notified of the 
change on the morning that it was 
made. During the first trip over 
the routes, all empties were picked 
up at 50c and replacements billed in 
at $1.00. We branded all cases with 
a dollar mark and those that were 
returned after the first trip were 
segregated as to 2c cases and 28c 
shells; all bottles were redeemed 
at the new 3c deposit.” 

The Wyoming bottlers are nat- 
urally darn happy (and that’s put- 
ting it mildly) over their decision 
to increase both their prices and 
their deposit rates. 

A Coca-Cola bottler commented : 
“I believe that our only mistake 
was that we didn’t raise the price 
three years ago when our costs be- 
gan to exceed our selling price.” 
Another bottler had 
pretty much the same thing to say: 


Coca-Cola 


“We have had a very good accept- 
ance of the increase and find that 
many dealers thought we should 
have done this three years ago.” 
But it remained for B. W. Jones, 
head of the Bottling 
Company of Casper, to bring the 


Pepsi-Cola 


Wyoming story close to the heart of 
every bottler. 


“T hope,” said Mr. Jones, “that 
your report on what we have done 
here will get all bottlers to do a 
little thinking on their own account 
When they do, they will realize that 
they can’t pay nearly double for 
everything they buy and then sell 
their 
prices they did ten or 15 years ago.” 


merchandise for the same 
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“I Upped The Price A Year Ago” 


by ANDY LEARY, 
President, 

Wilson Bottling Co. 
Rockford, Ill. 


W N yout 


no intention of eve 


reque t 


anvthing about 


a 


in I had 
to write 
price in 


thought 


ngland cov 


COMING 


c-<dow!l 


vou 


deposits, and 
the price is 
back to the 


gonna 


cartons, where up 
concerned. It all 
belief 


the 


ping 
that “big 
littl 
in time,” a myth if ever there was 
Add to that the fact a lot of 
have even 


looks like 


have the complete layout of a 


gyoes 


biz is eat up guy 


one! 


us guys forgotten what 
almost 


bot 


selling and you 


tling neurosis that reverses its field 


constantly and tries to solve the 


thing with cute deals, rampant dis 


honesty among local groups—any 


thing but to face the situation and 


go ahead regardless before the 


sheriff 


takes over 


A Year Ago, Last April . 


Yes 


last 


I upped the price a year ago 
\pril and only wish (silly, isn’t 
it?) that I'd 


that 


done it a long while 


before It wasn’t easy to decide 
and tor beforehand | 
talk to 
however, just set 


“do that or 


ipon, days 


even was almost afraid to 
myself about 


tle for a and 


You are 


At this given writing there 


else” vou 


yet the general idea quite 
correct 


any other surrounding 


the 


don't 


has vet to be 


bottler to get on same band 


though I know 


lust 


some of them can hans 


1 then someone plays 


around with giveaways but t 


doesn't too long or 


last 
\fter all 


too hard to yet 


generally 


too bad you won't 


nd vour fix 
hard 


sit 


all | 


is to sell vour drive. 


of raising since atte. 


who has to 


You can’t 


DON vo out 


there and actually pitch 


But if 
spot an ad or two, or make up sim- 


blame him of course. you 
ple circulars by way of explanation, 
you won't find the public too hard 
in accepting, plus a going over with 
salesmen as the 


back. I think the 


we did was to give it as little word 


rebuttals 
best 


your 


come thing 


play as possible, predicated on the 


fact that there has been too much 


useless gab in the bottling industry 
on the whole and not enough posi 
(Don't the latter 


mixed up with good public relations 


tive action get 
which the industry has yet to learn 


like 
institute combined 


and put into practice, much 
meat and other 
message groups have learned to do 


We are still 


on that score though 


muzzle-loaders 
I don’t doubt 


we will come to it finally and before 


usINng 


too long 


It's Supply and Demand 


Did they when 


for 


drop off sharply 
Yes, 


were 


the price? but 


the most part they one and 


two-cuse stops where you donated 


i few cartons without charge any 
off than 
there 


but I 


way so vou were no worse 


He re 


would fling 


vou were betore and 


someone you out, 
noticed that when enough calls were 
ip for your products it wasn't 
before the 


yruff 


runy 


long ‘phone rang and 


usually a Voce would go 


through the 
hell has 


routine of “where the 


your salesman been? I've 
been out of Squirt for weeks and the 
iv doesn’t 


That's 


more! 
tell the 
latchstring 


even 


stop anys 


your cue and you 


driver to i ill the once 
more. The less old talk and comments 


made, the better. It is a sort of a 


game in which each contestant 


old 
matter has 


knows the answer—the law of 


The 


supply and demand 
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revolved «bout the conception of “I 
gotta get my price and render unto 
Caesar that which is Caesar’s or 
wind up on the canvas among other 
forgotten jokers who worried too 
much about what the other bird 
was doing.” It may even be that in 
due time increased costs and com- 
plex matters will drop back to what 


we euphemistically term a “norm’ 
but, if so, I haven’t found any indi- 
cation. If other types of. industries 
take ice cream, coffee, with similar 
tastebud appeals) have thought it 


safe and sound to gradually up 


prices as drastically needed, can I 
be too far off in assuming that try 
ing to act as a rugged individual in 
the long run would wind a bottler 
up on Boot Hill after a dramatic 
hanging? I'll readily concede that 
certain outfits can apparently wax 
fat and prosperous under old price 
setups. More power to them and I 


only wish I knew their secret 


weapon ! 


From 80c to $1.00... 


On the sev 
eighty cents to a buck and on the 


en ounce we went from 


a dollar twenty 


All during the 


large Squirt from 


to one dollar sixty 
late war we charged a buck deposit 
on all sendouts but I had to drop 
back into the 


fiftv-cent line after 


sugar broke, though I pleaded with 
the local bottlers to hop it up all 
along and for obvious reasons. You 
vet tired of hearing “I sure would 
like to but what is Coke and 7-Up 

i do on that score ?”’, the same 
old roundrobin. (Don’t get me 
wrong: the local chaps are pretty 
good Joes to get along with, all-in 
all, far better than a lot of bottlers 
I'd care to be batting alongside of 


in certain given areas I’ve visited! 
It may not be too long before one 
of us from out here can report posi 
tive action taken on effort in rais 
ing deposits; that alone would be 
a tremendous relief. Reports come 
in every week that outlying groups 
in surrounding counties and states 
ar getting noggins together and 
going ahead and DOING something 
tents, 


about either con deposits or 


arges. We like to hear ru- 
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. the pitfalls encountered . 


“Andy” 


justly deserves 





No. 2 of a Series 


This is the second of a series 
experiences of bottlers who have 
these first-hand discussions of the methods used to increase prices 
the results achieved . . 
hopes to clarify the problems involved in establishing a higher 
price, and perhaps supply some of the answers to them 
Leary, author of this 
being an outspoken and fearless operator 
a “rugged individualist” which, in our estimation, is a title he 


of articles dealing with the 


increased their prices. From 


N.B.G. 


article, has a reputation for 
He likes to be called 








mors like that since it indicates 
that even the Seven Year Itch can 
be cleared up if you go at it right. 
There has yet to be a law enacted 
preventing folks with something in 
common getting together to talk 
over ways and means for survival! 
(That of course discounts those 
whose purpose is contemplated 
overthrow of the government, which 
long from 


bottlers are a ways 


being ) 

The spring out here thus far has 
been unseasonably cold so I am no 
worse off in comparative fashion 
than the next bottler in the matter 
of sales. I have a flavor line and 
still get eighty cents straight, plus 
deposit, but don’t suffer too much, 
at least my seven ounce has more 
leeway than the larger sizes you see 
all around and which makes you 
wonder how a bottler can go out 
and still charge the same old price 
as he did two decades ago! How 
can they do it, and give deals away 
on top of it? Again, I wish I knew 
the answer to that one, though that 
doesn’t mean I'd go out and try and 
think are 


as silly as anything you can 


emulate deals, which I 
about 
name. I have yet to see a “bargain” 
to me a bargain is just something 
the other guy is anxious to unload 
on you or anyone else who happens 


to be within reach 


We Cannot Live On Love... 


There isn’t much more to tell 
except that we are holding the line 
as good or better than we were a 
year ago, allowing in ratio for the 


weather situation of course. It may 


be that chaps like John Cott and 
myself will have to eat what we put 
in print in days to come but mean- 
time these things are certain and 
very much present: 
1. We made a 
of a negative move and didn’t hurt 


positive instead 
anyone's ethics, including our own, 
along the way. 

2. We still are halfway assured 
of eating regularly, paying our bills 
and the rent, and don’t have to be 
afraid of the man wearing a big 
star who carries a diabolical auction 
notice in his hip pocket. 

3. We decided to leave the others 
to their own machinations and 
action and wish them 
the best of luck. What does it con- 
tribute when you punch the other 


courses of 


guy before he gets both knees off 
the floor? 
1. Not 


prophet or crystal-gazer than any 


being any more of a 
one else we miy know or have read 
about, we reason that if the future 
loads the fish pier with a dollar that 
has reverted to 1939 evaluation 
there is nothing to prevent us from 
acting 


accordingly. It is always 


easy to come down 


5. In a day and age when Uni 
formity is an accepted byword, our 
chances are good for being called 


“rugged individualists” only so long 
the light 


and crawl into the same covering 


as it takes others to see 
foxhole. If we have failed there is 
still nothing to feel bad about since 
there are no subsidies in this busi- 
ness to make up for past losses sus 
tained 


6. We « innot live on love alone! 
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THE BIG SEASON 
STARTS... 





THA. 30 is a magic date for the bottled soft drink industry. Decoration Day 
has traditionally marked the kick-off for the period of greatest production 
and consumption for bottlers throughout the United States, even those in 
southern sections of the country 

It has often been emphasized that bottlers do not sell products as much 
as they sell people. The total population residing in continental United States 
was about 150,588,000 on March 1, 1950, according to estimates by Roy V. 
Peel, director of the Bureau of the Census. This estimate is based on the 
1940 census, taking into consideration the statistics of births and deaths, 
immigration and emigration and other factors. It is estimated that between 
150% and 151 million persons will be counted as of April 1, 1950 in the offi 
cial census of the total population. And since soft drinks are universally 
consumed products, bought and used by all age groups and for a variety of 
purposes besides thirst alleviation and refreshment, bottlers cannot complain 
about the lack of a market. It is there—and in ever-increasing numbers 

The summer period always drives people into outdoor activities of all kinds 
and produces huge crowds at games, beaches, exhibitions, parties, outings, 
picnics, etc. Not only is the restless American more active, but he is de- 
hydrated by excitement and the summer’s warmth. He needs and wants 
bottled soft drinks, and he will buy them without hesitation, if they are made 
available to him. Of prime importance, therefore, is the need for full dis- 
tribution through all the normal channels of retail trade, as well as making 
soft drinks available thru vending machines and coolers for the locations not 
normally served by stores and stands 

It is a known fact that the three months of June, July and August account 
for 35°7 of yearly sales 

From another side of the picture, the business factors affecting this season 
are definitely on the optimistic side. The consumers’ income level is high, 
and employment is going up slowly; automobiles are selling like hotcakes ; 
vacation travel and resort business is expected to reach new highs; people 
are eating and entertaining more at home, to the consternation and detri- 
ment of the great restaurant industry; savings in 1949 were 4.3 billion and 
the U.S. Chamber of Commerce says families will buy $10,000,000,000 worth 
of goods this year 

All of which adds up to a series of questions. Are your plans fully com- 
pleted to capitalize on the summer heat and the accelerated activity of the 
American consumer? Is your plant geared for continuous, trouble-free oper- 
ation? Is your distribution as good as it should be? Is your advertising ready, 
your sales forces pepped up, your trucks in good running order? Have you 
plenty of bottles and cases and sufficierit supplies to keep running without 
interruption? Last summer an unusually large number of bottlers actually 
had to close shop during the height of the season because of a lack of bottles 

On these three pages we picture some of the big opportunities of the big 


season just ahead. 
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BASEBALL AND BEACHES 
What is more typical of the American Scene than the baseball game. complete with soft drinks, hot dogs and vociferous 
spectators? Perhaps it is the crowded public beach, like this one at Coney Island, N. Y., which often has over a 
nfillion sun-worshippers intent on cooling off with salt water outside and soft drinks inside. 
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THE GRASS GAMES 
Golf and tennis demand much from both the watchers and the players and soft drinks provide both the refreshment and 
the extra energy needed to keep up with these sports. Golf courses and tennis courts dot the entire country, and give 
hundreds of bottlers a chance to do “plus” business. 
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FISHING—ADULT OR KID STUFF 
The oceans, rivers and lakes draw their quotas of Izaak Walton disciples, and to the joy of the catch one must add the 
keen enjoyment of the snack or drink to complete the day. 


June, 1950 21 





PICNICS AND PARTIES 
Outdoor and indoor parties are “the thing” during the summer months, and at any kind of party, soft drinks are a prime 


requisite. The women at the left are having lunch near Washington, D. C.; the children at the right are enjoying a tele- 
vision party and bottled beverages in Chicago, Ill. ‘ 


FIELD MEETS AND FLOATS 


Among the outdoor attractions of the summertime are track meets, which draw thousands of spectators, generally ex 
posed to both sun and excitement. Parades and other community events often include commercial floats such as this, 
by which bottlers can participate as well as provide beverages for the “sidewalk superintendents.” 


AIR OR GROUND 


Air-minded America is now making its airports into community affairs, with full restaurant and refreshment facilities, 
guided tours and aerial joyrides. A much slower means of locomotion, the horse, also draws his ardent supporters in 
the form of the great race track crowds. A hot tip and a cold soft drink go well together! 
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Profitable 


a the average bottler con- 


siders media in the field of adver- 
tising, he gives thought as a rule 
to such forms as point-of-sale, news 
These 


are recognized as promotionad chan 


papers radio, billboards, ete 


nels of proved effectiveness, and the 
bottler spends his money on some 
or all of them in the knowledg: 
that they will accomplish an in 
Each 


of the media mentioned necessitates 


creased sales volume for him 


an outlay of money, variable in 
amount, with no predetermined or 
measurable benefit in sales volume 

It seems, however, that some of 
the leading national franchise com 
panies are disapproving the theory 
to considerable extent and are en 
couraging their bottlers to obtain 
sales increases without the expendi 


ture o7 


too large an outlay of cash 
for advertising. They have done so 


through the medium of another 


form of promotion—-namely self 


liquidating premiums. The stand 


ard program of advertising sup 
ports and reinforces the premium 


offers with broad coverage media 


such as radio, newspaper and point 
of-sale. The premium offers have in 
fluenced and sold many additional] 
thousands of customers on nearly, 
and sometimes an absolute liquidat- 
ing Dasis 
There are sixteen basic types o 
premium offers, each designed to fit 
a special set of circumstances. They 
are 
Premium related to use of the 
product 
Big bargains 
Gifts for giving 


1. Something for the kids 
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5. Trade mark premiums. 
Glamour for the girls. 
The package is the premium. 
Related products as premium. 
Premium in the package. 
Premium attached to the 
package. 
Premium handed out by the 
retailer. 
12. Consumer writes for the pre- 
mium. 
13. Get it 
14. Long shots. 


at the premium store 


15. Series of related premiums. 

16. Take your pick premiums 

All of these ty pes are in constant 
use by manufacturers in a multi- 
tude of fields, since as previously in 
dicated, each serves a specific pur 
pose 

It is interesting to note, too, that 
premium users and their offers have 
almost doubled in the past two 
years, according to a recent survey 
made by “Printers’ Ink.” 

Advertising in any form, includ- 
ing premiums, has no excuse unless 
it creates sales. In the beverage 
business we need, and must have, 
that type of advertising or promo 
tion that not only creates, but fur 
ther than that, maintains consumer 
demand 

Now, what is a premium? What 


9 


is its value? How and what can it 
do for sales volume? The appeal of 
the premium is that it gives “some 
This 


is the basic emotional appeal of all 


thing extra” for the money 


premium offers and because of that 
appeal, they actually increase sales 
volume if they are planned, 
launched and sponsored correctly. 


People will respond to “bargains” 


because in their minds such a pur- 
chase leaves a remainder to be spent 
on something else. The same re- 
sponse is always forthcoming when 
any article carries an inexpensive 
premium either free or at a bar- 
gain price. In other words, the em- 
ployment of general forms of adver- 
tising attempts to push merchan 
dise off the dealers’ shelves, while 
good, attractive premium offers cre- 
ate a bargain appeal that pulls cus 
tomers to your product. Smart mer- 
chandisers never ruin the market 
by price cutting, but they do sus 
tain the bargain appeal and create 
sales volume in times of slack or 
in the face of increased competi- 
tion by employing premiums of one 
kind or 


Let's see how premiums can spe- 


another 


cifically benefit the sales volume of 
soft drink bottlers. First, you have 
read that forty percent of all items 
handled by grocers (our best out 
lets for cartons and home sales) 
show small profits. Beverages, on 
the other hand, return a high-profit 
margin, So any premium used as a 
sales stimulater should please your 
grocery outlets and be mutually 
profitable. Second, a premium often 
not only increases but encourages 
more frequent purchases of the 
product. Third, new customers are 
attracted and sold. Fourth, premi 
ums create loyalty to your products 
Fifth, your salesmen and dealers 
become enthused and refreshed in 
their sales attitude. Sixth, window 
and counter displays of premium 
and product, which is effective ad 
vertising, reach the buying eyes of 
countless numbers. In fact, it is 
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estimated that a window display 
in a town of 5,000 population, on a 
main street, has no fewer than 800 
people who pass by it each day 
Therefore, never neglect to met 
chandise any premium offer just as 
aggressively as you merchandise 


your product or maximum results 


will not be forthcoming 

The most carefully selected and 
highly appealing premium item will 
not sell itself. Those manufacturers 


who have thought so have eithe 
found out differently and changed 
their tactics or have giver 

miums as a promoter of sales No 
matter how superior you may be 
lieve your product to be over com 
peting brands, you would never be 
foolish enough to believe that you 
could obtain satisfactory distribu 
sales volume 


tion and profitable 


without an advertising and met 
chandising program behind it. The 
same reasoning should apply to the 
premium you sponsor-——or do not 
sponsor one 

These are the SIX steps whict 
must be considered in merchandis 
ing a premium offer 

Select a sound premium off 
that means an attractive pre 
mium with a definite cost and 
value, economically distributed 
Support the premium by met 
tioning it in all the wide-coveraye 
idvertising media you are em 
ploving. In this way, vou not only 
inform present customers, but tell 


ur storv to potential custom 


Vide tor attractive eve-catch 
counter ¢: Ss, streamers to 
window cards and 
1] foul pireces if 

istomers 

they 


packed with the carton and dis- 
tributed through dealers to cus- 
tomers. If the premium is for 
addition to 


hand 


bills at schools and playgrounds 


children, you can, 


the foregoing, distribute 


The important objective is to 
spread the message of your offer 
far and wide 

Take advantage of the 


value of display in dealer win- 


sales 


dows and on dealer counters 
Such displays will not only popu- 
larize your premium offer and 
sell merchandise, but will give 
you advertising of the best and 
strongest kind at little or no cost 
6. Merchandising a premium is a 

sales job from beginning to end 
It is absolutely essential for the 
success of your program. that 
your own people and your dealers 
lend every bit of cooperative as 
sistance possible and give an en- 
thusiastic push to the plan 

The basic principals of premium 
promotion have been learned and 


beverage indus 


well applied in the 


try. For instance, recently B-1 Bev 
erage Company, St. Louis, Missouri, 
sponsored a premium program it 
volving the six-bottle carton or the 
case. Among the premiums 
fered was a carving set of $4.25 
alue for $1.00 and a free B-1 
coupon; an automatic record brush 
for 60c with the free coupon; a 
Scout knife at $2.95 value for $1.00 
and a children’s animal set—a toy 
for 50c¢ and a coupon 

r’s current campaign i 
iimed 1¢ kids, with such items 
as a leatherette 


pouch with 25 mat 


bles, a softball bat, a mnahia camera, 
chain, a 
necklace an 


and party games. D1 


ck-knife and 


ident ific 


and varying amounts 
ging from 10¢ for 
25 for the bat 
exchange \s 
he most popula 
March-April prog 
ification bracelet witl 
acelet 
and 
bottle 


second was the miniatu 


iVailable for 50c¢ and 





2 HEY KIDS 


TT TREASURE CHEST OF 
PRIZES FOR 
Borrie ¢ CAPS! 


“SAVE YOUR PENNIES— 


SAVE DR. PEPPER CAPS— 








OMe 
= ar a p - 
= =". Be 


USE HANDY ORDER BLANK ON OTHER SIDE OF THIS SHEET 
MORRY! seiect the prizes you want— 
weil your Dr. Pepper bottle cops and money OW! 





Dr. Pepper store flyer listed spe- 
cific details of each premium and 
included a handy order blank on 
the reverse side. 





caps. Both B-1 and Dr 
vertised 


Pepper ad- 
their premium offers 
through handbills distributed 
through the stores, illustrating the 
premiums and specifically stating 


how they might be procured. Di 


Pepper also used a large display 
board with actual samples of their 
premiums affixed to it 

Aiming at a slightly older group 
the latter company also offered tee! 
agers a hit square dance record for 
se and six Dr Pepper bottle caps 
Store posters advertising this item 


were printed in four colors in a 


| Sook! si What ee yee can Cet wits 
Bottle Gaps a bm Cente 


Pg ee 8 


By means of actual display of the 
premium items, Dr. Pepper 
strengthens the desire for the 
items. The display board is easel 
supported, and rotated among 
cooperating dealers. 
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Not just a Spring Hitter! 
It's NOW-TO-SEPTEMBER that 


“SUFI 


Steerer rey ret 


In bottling, as in baseball, it’s consistent performance 
that pays off. Spurts boost hourly production...but on the 
bottling line, it’s the number of cases actually turned out 
in a day’s time that chalks up the score. Only a high per- 
centage of operating efficiency can keep production costs 
low ... and add to net profits. 

Accurate tests by bottlers operating Liquid lines prove 
the consistent dependability of Liquid equipment. High 
end-of-the-day yield at seasons of peak demand is the best 
measure of bottling line capacity. Bottlers, operating 
Liquid equipment, report production efficiency of 96 to 
97% — or better! 

(set complete information on Liquid bottling Lines. Write 

a Labelers Carbonators for Liquid’s mew 32-page Bottlers’ Equs ment Catalog cee 
Units and discuss your plans with a Liquid Plant Specialist. 


Bottle Wash rine eel i 
ieciaalssiatne MRS as The Dr. Pepper Company parent-owned bottling plants at Dallas and 
=. _ | 


a= Waco, Texas have used Liquid Low Pressure Fillers and Superkleen 
f J3 Bottle Washers for many years. Mr. E. A. McMillan, Vice President in 
[A Charge of Production, reports a weekly production efficiency of 
a) “97 per cent plus.” Recently the Dr. Pepper Company installed two 
> complete 60-spout Liquid Low Pressure Filler lines in their magnifi- 
Beverage Mixers cent new home plant at Dallas. Currently a new complete 50-spout 
Liquid Low Pressure Filler line is being installed in their Waco bot- 

tling plant, “the birthplace of Dr. Pepper.” 


The LIQUID CARBONIC CORPORATION 


3110 South Kedzie Avenue, Chicago 23, Illinois 
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Only one bottle supplier 
offers you all these... 


Four colors of Glass Wood Cases 


(Amber, Georgia Green, | Duraglas Center Facilities 
Flint, Emerald Green) 


ACL (Applied Color Lettering) 
High Lustre 
Label Design 


Corrugated Cases 
Constant packaging research 


Bottles produced on Modern 
Automatic Machines 
Syncro-Flash Finish Over 75 years of Beverage 


* Protective Film Bottle Manufacture 


% 
Each Duraglas bottle is carefully coated with a special 
protective film. This “ lubricant’’ helps reduce scratching 
during packing and shipping to your plant. 
When Duraglas bottles start their long, successful 
life as protectors and ‘salesmen’ of your beverage, 
they are as sparkling fresh as the day they emerged 
from the mold. 


The protective film rinses off easily on the first trip 
through your washing equipment. It is one of the 
many plus services you can depend on when you order 
Duraglas beverage bottles. 


D-wrag Los BEVERAGE BOTTLES 


Look better-Last longer 


OWENS-ILLINOIS GLASS COMPANY 
Toledo 1, Ohio * Branches in Principal Cities 


7-02. Duraglas bottle with applied color 
lettering. ACL is supplied in one, 
two or three colors. 
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size large enough to attract atten- 
tion anywhere in the store. 

Canada Dry, in both company- 
owned and franchise plants, has 
been going great guns recently with 
offer 


plastic mats. Large space newspa- 


a premium involving two 


2 seautiFu 
PLASTIC PLACE MATS 


Spur for Only 


2couPon seis /f 
ant D5¢ J 


SoM Wine 


sten 
MLAVY TOP QUALITY PLASTIC 
‘SHAM RESISTANT WASWamUE 


Canada Dry display exhibits 
actual sample of the plastic place 
mat premium, two of which are 
offered for 25c plus two coupons, 
shown here as removable collars 
around necks of quart size bottles. 
Smooth mechanics of the pre- 
mium offer eliminate any extra 
work by dealers. 





per advertising with repeated inser- 
tions have been scheduled by thirty 
Canada Dry plants and seventy bot- 
tlers for a national promotion de- 
signed to boost spring sales to sum- 
mer ‘time levels. The offer, said to 
be conservatively estimated at a 
58c value, is two top quality plastic 
place mats for table setting obtain- 
able for 25c¢ and two bottle collar 
coupons from two quart-size bottles 
of any Canada Dry beverage. 


The Nesbitt Company is cur- 


rently sponsoring a rubber mask 


campaign which is also self-liqui- 
dating. Four comic rubber masks 
are offered at a premium price of 
50c each and six bottle tops. In 
promoting the offer, the company 
is supplying each bottler with soft 
sheet banners 18” x 24”, a mounted 
easel card 11” x 13%4”, and a cut out 
box order card. This contains a 
shipping box especially designed to 
carry the six bottle tops and a 50c 
piece. The customer simply pushes 
out the die-cut box, folds, seals and 
mails it to Nesbitt’s Masks, Holly- 


wood 
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An excellent example is also pro- 
vided by Mission Orange Bottling 
Company, Los Angeles, California. 
This is based on an unusual redemp- 
tion plan called the ‘“Labelbank.” 
This is a premium organization 
which redeems labels from non-com- 
petitive food and beverage lines. 
When Mission discovered it in Los 
Angeles, they became a participant 
in the plan by setting a valuation 
on their bottle caps which the con- 
sumer is then told to save. The plan 
was relatively new when Mission 
spotted it. Today, however, it in- 
cludes among its other participants 
such outstanding manufacturers as 
Tea Garden, Dr. Ross Dog Food, 
Lyden Kitchens, Milani Foods, etc. 
Individuals turn in the labels from 
all these manufacturers for pre- 
miums at the Labelbank. Organiza- 
tions get premiums or cash. When 
Mission decided to join, the Label- 
bank already had groups of consum- 
ers ready to save package parts 
Labelbank 


Consumers have shown keen inter- 


from any participant. 
est in this plan because it departs 
from similar premium plans in one 
important aspect. The consumer can 
save labels from so many food prod- 
ucts that in a short while the saver 
can get beautiful premiums such as 


BOOSTS SALES WITH PREMIUM PLAN 


pop-up toasters, good silverware, 
etc. 

Thus, Mission stepped into a go- 
ing program. However, Fred Reit- 
ler and W. J. Kuehn (Mr. Reitler 
is president of the bottling com- 
pany, and Mr. Kuehn, vice presi- 
dent of the parent company) de- 
cided it was best to extend the pro 
gram and swung their advertising 
support into it. They mapped out 
an intensive newspaper campaign 
for eleven newspapers in the bot- 
tler’s area of operation, using 1,000 
liners in two colors, followed by a 
series of 560 line and 280 line black 
and white advertisements. A com 
plete selling chain was welded in 
less than eight weeks—broadsides 
to organizations, to dealers, display 
cards with reply envelopes in at- 
tached pockets and adhesive point- 
of-purchase pieces. They all an 
nounced: “Mission Beverages Caps 
Are Now Worth Real Money To 
You—”. 

The campaign, incidentally, was 
started last summer. By December 
100,000 bottle 


caps had been turned in and checks 


31, however, over 


show that the average monthly win- 
ter redemption was actually 42° 
higher than in the summer months. 

This bears out the premise that 


This huge pile of used Mission beverage caps was turned in by con- 
sumers to the Mission Orange Bottling Company of Los Angeles in the 
short space of eight weeks in response to a unique premium promotion 
plan. Fred Reitler, president of the company. is shown above handling 
a few of the horde of caps to pretty Mrs. Laurella Benton. Since this pic- 
ture was taken, that pile has been doubled many times over. 
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UNITED’S 1950 sturdy DURAMATIC carrier is 
time-tested. Designed and engineered for multi- 
trip easy carrying. Easier stacking and filling by 
automatic machines. The 1950 DURAMATIC is 


the answer to all your problems. 
UNITED'S 1950 DURAMATIC CARRIERS 


“set up quickly save handling 
% “have sturdy construction _last longer 
“stack easily mass displays 
“precision cut automatic filling 
WRITE, WIRE OR PHONE UNITED TODAY, WE ARE READY TO SHOW YOU WHY 
iT PAYS TO PACKAGE WITH UNITED 


UNITED BOARD & CARTON CORPORATION 


Folding Cartons and Package Specialties From Pulp to Finished Product 
P. O. BOX 1318, SYRACUSE, NEW YORK 





CARTON PLANTS vVicTORyY MILLS, SYRACUSE, COHOES, BROOKLYN, N. Y., 
SPRINGFIELD Oo BOARD MILLS LOCKPORT, THOMSON, N. Y., URBANA, O 
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Mere is the schedule of Mutton Bearerage MAverti cements 
Pick out your occ! newspaper and ples te heup you! own 
edvertising with rhs mare hitting Mission Beversge ‘eres 


MISSION Beverage 
Caps are now worth 
real money to you! 


eur eerricer 


Here's how you cam put MISSION BEVERAGES 
and the LASELbank te work fer you... 
Ws easy os 1-2-3 


You're sure to sell more ond more 
Missron Bevereges now becouse Mission 


Beverage (aps ore sow worth real money! and Mission 1s telling everyone about it! 


ILSIOM ORANGE BOTTLING COMPANY OF (05 ANGFLES 1388 Papier Boulevard Aihembre (altersic Phone (Umberiend 3 Jh64 


Special two-color broadsides were run off. One for dealers (shown 
above) was headlined: “Meet the Man with a Mission!” It told the 
dealer how he could cash in on the promotion. Inside was reprinted 
the two-color 1000 line announcement advertisement shown at left. 
It succeeded in doing a good selling job for both product and pre- 
mium. One of the most ful ph of the Mission pr ti 

program was a hastily made store poster. It was adapted from the 
same plates used in the two-color newspaper advertisement and a 
little pocket at the bottom was filled with postage paid inquiry 
cards. These contained copy to whet the interest of the reader. 





MISSION Beverage Caps 
Real Money! 


“ 9 


> 
Soe ot are now worth 


EE al 


EVERY 
FOOD 
HERE 


Tastes twice as good with... 
Mission BEVERAGES Wi 


These two little adhesive shelf strips were designed to do a man-sized 
job. The top strip was designed to go on coolers, reach-in boxes, restau 
rants. wherever Mission beverages are stored. The bottom strip was de- 
signed to go with any related item in a grocery store. 





a premium program of this type has 
accumulative effect and also proves 
that such an effort is strong enoug! 
to offset natural winter sales de 


token, it is 


nough to inaugurate sales 


clines y the same 


at an earlier date during the spring 
months than is possible because of 
weathe! 
There certain definite results 
which can be obtained from 
sound properly merchandised pre 
mium offer. First, and foremost 
you should activate your market to 
a considerable extent. Pe rhaps 
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will be your youth market or again fully 
home ccnsumption through the cat right 
ton purchase. An increase in volume 
in one trade channel will bolster de 
mand in others. Your program may 
be timed fo! 
for example to forestall the declin 
ing volume in the fall of the year 
There is also the benefit of stimulat 
ing repeat business. A fast-moving, 
responsive program will definitely 


stimulate your sales servicemen and 


motion of a premium is powerful 


in its advertising effect and force 


penetrates with persistency 
down to the basic word-ot 
mouth selling job. If the premium 
campaign is self-liquidating, it costs 
the bottler little or nothing in «ac 
a particular season, tual expense and does not contrib 
ute to added selling expense 

The renewed attention by bottlers 
and parent companies to the advar 
tages of premium offers is a healthy 


indication of sales effort directed 


dealers. Finally, the successful pro into good and useful channels. It 


helps negate the effects of such un 


healthy forms as price cutting 
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...A Wise 
Investment in 
Time-Saving 
Syrup Handling 


The clean-up time you save with a Waukesha Pump 
mounts up to substantial labor-savings during its 
many years of trouble-free service in your syrup 
room. You can disassemble the Waukesha in jig-time 
and clean it thoroughly in a hurry. There are no bush- 
ings, bearings, threads or corners inside the pump 
body to make cleaning difficult, and no crevices 
inside to hide unnoticed bacteria that might harm 


your syrup purity or beverage quality and flavor. 


In operation, too, the Waukesha protects your syrup 
quality. With its Twin Blade Impellers and Positive 
Displacement principle of pumping, there can be no 
aeration, churning, agitation or recirculation. You 


get smooth, even flow, positive delivery—for years. 


Ask your jobber for the whole story on the Wau- 
kesha Sanitary Syrup Pumps—and the several types 


suited to your specific needs. Or write for literature. 


WAUKESHA 
FOUNDRY CO. 


WAUKESHA, WISCONSIN 


. 100% 
Vaukechia sanitary 
PUMPS 


Dependable Product of a Responsible Manufacturer 
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PATENTED STACKING 
STABILIZER KEEPS 


CARRIERS Rigid 


Prevents 
Wobble and Sway 


Solid Bottom Prevents Bottom 


Failures. A revolutionary new 
STACKING STABILIZER is the an- 
swer to wobbly, swaying bottle car- 
riers! This patented feature holds 
Morris bottle carriers absolutely 
rigid. It enables you to make larger 
displays. Only Morris Step Up Car- 


rier has the stacking stabilizer! 


a_ 


a 

pr 
Pe. a 
@ Stacking Stabilizer prevent 


BOTTOM 


wobble 

@ Fits all cases 

@ Ends breakage complaints 

@ Amply strong for multiple 
trips 

@ Safe stacking either vertically 
or in pyramid 

@ Safe and comfortable to 
carry 

@ Features trade mark on all 
four sides 

@ Simplifies checking loads 


@ Assembles quickly at bottling 
line 


MORRIS PAPER MILLS "Chicago Pag 
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YOU CAN See o7-Kucw it! 
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Whalt meee 


Liberty's exclusive FLAME-POLISH process, plus 
Liberty's attractive Lustro-Color label designs, 
give Liberty Returnable Glass Bottles greater 


~~ 
brilliance; added toughness; longer life; greater Sc), wade GLASS CONTAINE, 
trippage. “ING IN Ai 


THE DISPLAY CONTAINER WITH BETTER RETURNS 


SAPULPA. OKLAHOMA 


— 


SINCE 1918 


Pre-construction 


on new plant 


pays dividends 


7 us new Denver (Colo.) 


Cola bottling plant has increased its 


Coca 


production capacity by over 90 per 
cent as a result of the installation 
of a unique conveyor system, plus 


the setting up of drive-thru lanes, 
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planning 


and installation of other time and 
labor saving equipment 

The plant, completed last Decem- 
ber, and located at 3825 York Street 
on an eight acre tract, is a two- 


story brick building 


The conveyor system and three 
drive-thru lanes (a new plant ar- 
rangement) permit loading and un- 
loading of delivery trucks within 
15 minutes after they enter the 
L. Tom- 
manager of the 


building. According to E. 
lin, advertising 
company, the new system has in- 
creased the productive capacity to 
300 bottles a minute. In the old 
plant set-up, Tomlin said, a central 
storage was used requiring the use 
of flats and pallets which added up 
to a loading and unloading time of 
about 45 minutes with an average 
bottling capacity of 190 bottles a 
minute 


The advantages of the new sys 
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We repeat... 
You'll repeat with 


., Pineapple-Orange 


NOW IN 


QUALITY AND 
QUANTITY! 


seats 
anne te 


it's a promise! You'll repeat sales, you'll repeat profits 
over and over with high-quality WONDER PINEAPPLE. 
ORANGE! 


And not merely because this distinctive drink is tops for taste . 
not just because its quality and purity are so matchless .. . but 
also because WONDER PINEAPPLE-ORANGE now sells in 
the popular 7 or If-ounce bottle! 


Why fight to keep vour profits high? Use WONDER PINE- 
APPLE-ORANGE's proved repeat-sale ability to outpace your 


competition with ease again and again 


Get the facts about the exclusive WONDER franchise . 


write us, telling your territory and capacity, today! 


WONDER ORANGE COMPANY 


223 WEST ERIE STREET * CHICAGO 10 
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tem are many. No pallets or flats 
are necessary. The reason for that: 
the filled stock is stacked right on 
the island lanes and easily moved 
onto the trucks. Two men are used 
for the entire loading and unloading 
job. Trucks can also be loaded and 
unloaded from both sides of the 
island another means of time sav- 
ing. (With the change from the old 
plant system to the new, there was 
no need for additional manpower. ) 
Empty cases are always stacked be- 
side the « onveyor W hich runs all the 
empties to the bottling room, thus 
eliminating the need for removing, 
empties by hand. 

The plant is designed so that the 
three lanes can systematically hold 
11,000 full cases of Coca-Cola at all 
times. The two half lanes on the two 
far sides can store 9,000 empty 
cases, besides other storage space 
that is available. 

For storage, the half lanes are 
very practical because with the 
availability of the conveyor no extra 
moving is required. All in all, less 
floor Space 18 needed for stacking 
cases, and stock can be_ rotated 
easier. Not to be discounted is the 
fact that the new system makes it 
much easier to take inventory 

Another convenience of the drive- 
thru lanes is that trucks can be 
parked right in the island if park- 


Ing: Space S necessary However, 


parking space within the plant was 
alloted to the Denver company’s 
fleet of 45 trucks in the original 
building plans. 

At present, there are 65,000 sq 
ft. of plant space, but according 
to Tomlin, architectural plans have 
allowed for expansion with a type 
of removable wall (installed) that 
can be taken down in the event that 
additional space will be needed. The 
building now houses repair depart- 
ments for its fleet of trucks, vend 
ing machines, and refrigeration 
work, besides other specially 


equipped rooms essential in facili- 


tating furth he ¢ . of the 


conveyor System 


Se ANS MF 5 Ree te ne Se a em 


TOP—Empties removed from the trucks are placed on the conveyor and 
carried to the bottling room, which is located above the warehouse 
section. 


CENTER—As each case reaches the intake end of the bottle washer, 
“fingers” in the RCA uncaser lift the bottles from the case, which con- 
tinues on to the receiving end of the machine. The bottles are automati- 
cally fed into the washer. 


BELOW-—-Three drive-thru lanes in the new plant (south end view) 
permit a truck to unload and load within 15 minutes after entering the 
building. The two far end half lanes are storage space for 9,000 empty 
cases (only the right end lane can be seen). 

















Sugar means QUALITY... That’s why 
MEANS SALES / 


Because they take no chances. They know that only 
sugar gives them the quality that makes their brands 
household bywords. 





* Sugar is universally accepted. Food processors, con- 
fectioners and bottlers use it, because you can’t get that real 
goodness with anything else. Sugar points up all natural 


WHY DO SO MANY flavors. 

MANUFACTURERS OF *% Sugar is economical. It can be used alone—in all pre- 
CTS pared foods and beverages. No need to fiddle around with a 

FOOD PRODU complicated mix. Sugar offers you the most for your money 


RELY ON SUGAR —10% to 50% more sweetening power than other sweet- 
FOR BEST RESULTS? ening ingredients. 


% Sugar is uniform. Real sugar, derived from the sugar 
cane and the sugar beet, is brought to you just as nature 





made it. That’s one reason it’s always uniform, unmatched 
in purity. 


! Why risk customer dissatisfaction? Always use sugar 
for the full rich flavor, the better value that means 
better sales! 






? 
j 


SUGAR 


INFORMATION 
1N 






NEW YORK 5 NEW YORK 


THERE 1S NO SUBSTITUTE FOR SUGAR 
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BOTTLER 
GOES TO 
SCHOOL ... 


Cau it good-will promotion, call 


it advertising, this method of get- 
ting a soft drink brand name before 
the youth of the community will 
pay dividends for the bottler. Cott 
Beverage Corp., New Haven, Conn., 
provided representative samples of 
its advertising materials to a high 
school merchandising class in Tor- 
rington, Conn. The use of the ma- 
terials, their application, the proc- 
ess of the company’s distribution 
and other phases of the firm’s mer- 
chandising program were made the 
subject of study and discussion by 


the class, with the approval and co- 


operation of the teacher and faculty. 

Since many high schools have 
similar classes in their curriculums, 
this idea is adoptable by bottlers 


everywhere. Its expanded use would 


\ BEVERAGES 
all 


be an effective counter to the ma- 


licious propaganda against soft 


drinks channeled through the school 
bottled 


systems by detractors of 


soft drinks. 


Engrossed in a discussion of a line of beverage advertising. a high school merchandising 


SELLING 
BY SUGGESTION ... 


was first on line (top photo)! 


class gets a practical lesson in current beverage promotion. Several displays were brought 
into the classroom to demonstrate their use in conjunction with the advertising materials. 
After the study period. the entire school sampled the bottler’s products. Looks like teacher 
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Wyandotte Seneca Flakes 


W yandotte B.W.C. 
Seneca Flakes 1 
phated bott 


the tougl 


0 Pr 
: ne ANOTHER CARLOAD 
NECA FLAKES AND B.yw C 


W yvandotte B.W.C., when used i in the amount of alkali required to 
iction with Seneca ike maintain solution strength 
ttle-washing “mileage” in Your Wyandotte Representative w 

vater. B.W.¢ Jott] be glad to supply you with all the facts 

lessens “‘carrv on this amazing new bottle-washing 

combination, without obligation. Why 
not give him a call today? 

Wyandotte Chemicals Corporation 

Wyandotte, Michigan - Service Representatives in 88 Cite 
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STRONG CASES 


River Raisin soft drink 

cases are RUGGED! They give 

maximum trippage— more 

RETURNS for your money. 

Satisfied customers are the 

strongest case for River 

Raisin soft drink cases. River 

Raisin Experts can solve all 

your container problems. 

oa 


ROOT BEER 
Gow d tame 




















RIVER RAISIN PAPER COMPANY « Monroe, Michigan 


CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS 
PACKING MATERIALS «+ FIBRE BOARDS ¢ CORRUGATING STRAW 


ONE CALL FOR ALL— DIMENSIONAL DISPLAYS 
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How Good Are You 
At Business Management? 


Competent financial supervision of your 


business is 


7 HE bottler who has a cle ar per 


spective of the scope of business 


management, has a better chance 
for survival than the bottler who 
considers business Manag 
ment only a matter of buying for 
less and selling for more—or is it 
“selling for less’? This misconcep 
tion is common to businessmen who 
focus all efforts on trade transac 
tions and forget that there are 
other factors that they must man 
age as efficiently to make a satis 
factory profit 

Susiness Management embraces 

l sudyveting 

2 Cost control 
}~Sales control 
1—- Business analysis 
§--Competent financial supervi 

sion 

If you are weak on any of these 
elements of business management 
results 


you won't get maximum 


They all mesh like the teeth in a 
gear. You know what happens to a 
delivery truck when one or more 
teeth are stripped from a gear in 


Well, the 


business 


the rear-end housing 


same thing happens to 
management if any of the five teeth 
in the operating gear are missing 
A fuller examination of 
“teeth” will be helpful. 


1 Budgeting is 


these 


planning. No 
body else can plan the future of 
your business but yourself. All you 
need to know are a few simple 
fundamentals. You set up a budget 
in reverse. First, total your operat- 
ing overhead, the normal overhead 
for your business, which levels off 
to a fairly uniform outlay from 
period to period Whether you do a 
dime’s worth of work or keep the 
business machine operating at ca 
pacity, this is what it costs you to 


keep the plant open. So, it is your 


— 





Too many bottlers consider advertising an unnecessary evil that they 
tolerate when they are flush but throttle when business drops off. This is 
just the time they should load both barrels and go gunning for sales. 





an absolute necessity in these days of high costs. 


job to see that you get enough 
business in to cover this overhead 
and net a satisfactory profit. 

Once you have determined the 
overhead figure, you can arrive at 
the sales volume with little trouble 
by getting the average margin from 
your experience figures. If operat- 
ing overhead is $50,000 and you 
average a margin of 33's per cent, 
you must de $150,000 to break even. 
From this break-even point on, you 
begin to make a profit. The figure 
you set for sales over $150,000 is 
yours to choose. Don’t make it too 
high to discourage effort nor too 
effort 


Break down your annual budget on 


low to make unnecessary 
sales, cost of sales and overhead ex 
pense to monthly totals based upon 
your experience figures showing the 
relative results for the different 
months. You can plan month to 
month, for a whole vear or any part 
of a year—but plan. Check budge- 
tary estimates against actual re- 
sults each month to determine how 
near you have come to your planned 
figures. 
2—Cost Many bottlers 


consider sales direction a matter 


con rol. 


apart from cost control; others as- 
sume that sales control is the leader 
and that cost control follows mas- 
ter. It is the other way around 
Sales control is based upon cost con- 
trol. The wise bottler will have costs 
always in mind when planning a 
sales campaign or W hen supervising 
Those 


bottlers who do not follow this prac- 


the routine selling chores 


tise often find themselves with a 


satisfactory sales volume but un- 
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out beverage tuto 
Best consumer spots 


—_—Tr >. 





@ Step up your sales by adding new retail outlets now! Open up 
choice locations easier . . . quicker by offering dealers the com- 
plete QUIKOLD cooler line from which they can select just the 
right model, size, and type to best fit their individual desires and 
requirements. 














AMERICAS COMPLETE LINE Dealers approve of the carefree simplicity — the 


smart modern lines — the quality all-steel rust resist- 
ant construction — the easy-to-keep-clean lustrous 
baked-on finish—and the attractive price of QUIKOLD 
coolers. Thousands of QUIKOLD coolers have been 
in use many years . . . have stood the test of time 
and hard usage. Backed by years of experience and 
a pioneer of the industry. Sold direct to you at money 
saving prices. 


ae 


Why not use QUIKOLD coolers bearing your trade- 
mark in approved colors as the wedge to get your 
drink into new outlets now? There's no need to take 
chances with a limited or untried line. Pick the leader 
—QUIKOLD—and pick up new outlets, more volume, 
more profit. Order now for prompt delivery. 


$*S. Produets. Ine. 


P.O. BOX 1047 LIMA, OHIO PHONE 9-1031 


Colorful descriptive Catalog 

will be sent FREE on request! - 
BEVERAGE 
COOLERS 

Gentlemen: 


I Without obligation, please send catalog 
1 and prices on QuiKold beverage coolers to: 
9 


| NAME 





ADDRESS 





city STATE 
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Satisfactory profits. Before man- budgetary volume on this break- 
agement sets a selling price on a even point and takes steps to see 
product it must base this price on that volume exceeds it in sufficient 
the cost of turning out that prod- degree to earn the profit he desires 
uct, otherwise, any success it has is Cost control is really at the wheel of 
just a hand-out from Lady Luck and a business today, whether the man 
Lady Luck is a fickle hoyden. But, agement runs a grocery market o1 
even a profitable price per case a bottling plant, although sales con 
based upon cost figures per case trol is put in the driver’s seat by 
may not prove profitable on over-all most businessmen 

volume if that volume is not enough This is because they are domi 
to exceed the break-even point on nated by volume, they are not profit- 


costs. The wise bottler plans his minded, they assume that if they 





HEADQUARTERS for 
Compact, Inexpensive Bottling Equipment 
For Still Drinks!... 


. . for simplicity of design ... for trouble-free 

performance . .. for sound value . . . for handsome 

Compare ! appearance . . . and you'll choose MS Equipment 
for bottling fruit drinks, chocolate and other non- 


carbonated beverages. 


Illustrated above is the MS 10 tube filler, complete 
with MS engineered conveyor, polished stainless 
steel base. Capacity 120 cases per hour. Available 


in a variety of sizes and capacities. 


write to 


MACHINERY SERVICE COMPANY 


633 E. Main Street . Louisville, Kentucky 











get the volume the profit will take 
care of itself. Past experience in 
times like these shows that this is a 
“pathetic fallacy.” Volume does 
cover many inefficiencies but it is 
never the sole arbiter of profit 
That is the role of cost control. 
Every bottler should have a broad 
profit strategy, but that strategy 
should not be mapped out for action 
until costs are studied. If he does 
not make effective use of cost con- 
trol today, all his attempts at sales 


control will go to pot 


The bottler must get back his 
“money sense,” lost during the war, 
and in many instances, not retrieved 
since. During the lush years money 
seemed as cheap as falling leaves in 
autumn, costs went sky-high and 
few tried to effect economies. They 
couldn’t be bothered with such small 
change. Big spending and extrava- 
gance in government have set up a 
chain reaction in the average busi 
nessman’s mind against economy, 
the excess profits tax of war years 
and the cost-plus contracts put a 
premium on spending; “a penny 
saved is a penny earned” became a 
myth and cost control just a dog 
gone nuisance. The bottler must 
start now to revive penny-watching, 
the control of little loss-leaks that 
belittle profits. In the long run, big 
surpluses spring from the little day 
to-day savings made here and there 
Even the owner of a gold mine gets 
his wealth in little nuggets. Busi 
ness wealth is seldom the result of a 
sudden clean-up, rather it is the 
sum-total of little savings or profits 
accumulated slowly through the 


vears 


3—Sales control. Just as experi 
ence figures are an aid to cost con 
trol, the sales results over prior 
periods are an aid to sales control 
Based on these results, the bottle: 
should break down his budgeted 
sales volume to quotas for the in 
dividual salesman. This is just the 
starting point. He must keep tabs 
on results by means of route charts 
or customer analysis to see that his 
salesmen are getting maximum vol 
ume on their routes, that they are 


keeping the unit sale to customers 
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ONE NAME 


ONE BOTTLE 


FULL LINE 


MISSION DRY CORPORATION ®@ Mailing Address: Terminal Annex, P.O. Box 2477, Los Angeles 54, Calif. e General Offices and Plant: 5 


WAREHOUSES | 


DIVISIONAL 
OFFICES 


In Kalamazoo or San Berdoo, Mission Bottlers know that Mission has a 
full crew of minute-men always ready to serve them. On top of handling 
Mission Orange and a full line of popular flavors, here’s the kind of 


service the Mission Bottler gets... 


When he runs into a tough sales, advertising or merchandising problem, 
expert counsel is quickly available from Mission's sales representatives 
throughout the nation. And if it is merchandise the bottler needs, there 
are fully-stocked Mission warehouses in 15 strategic cities ready to make 


deliveries pronto / 


Mission's overseas bottlers are not neglected. In many foreign lands, 


prompt helpful service is provided by Mission's roving ambassadors. 


Mission backs up its bottlers...a good reason why you will find that 


the Mission franchise makes sense 


for a Generation 


1¢.3 


Angeles, Calif. ¢ Divisional Sales Offices: 105 Hudson St.,N.Y. 13; 510 N. Dearborn St., Chicago | 0 e Canadian Distributors: Mission Orange Canadian Ltd., 159 Bay St., To 
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in the high brackets. Mere analysis lems of his salesmen and keep the 
won't do this. The bottler must pace salesmen in touch with his plans 

his salesman coverage with sales There are numerous ways to 
promotion, direct-mail, newspaper handle these activities, too many to 
advertising and whatever profitable detail here, but they are all part of 
media he finds in his territory. He sales control. Hiring a salesman, 
should consider profit-participation, giving him a route and recording 
a bonus or a sales contest to in- the cases sold and collections are 
crease incentive. He should hire not sales control, they are just the 
only competent men who are will- mechanics of a selling job, and 
ing to work hard to earn more. He without additional direction, will 
must utilize a practical sales train- achieve no more satisfactory results 
ing program and hold sales meet than a bottling machine without 
ings to keep in touch with the prob- adequate controls. Effective sales 


\ 'p OF YOUR 


BEVERAGES 


| with 
"> PEACOCK BRAND 
‘Certified Food Colors 


For taste-tempting, sales-building “eye appeal 
look to Stange’s Peacock Brand for brilliance, 
uniformity, purity, convenience and accuracy 
in coloring your products ‘ 

For more than 3 decades, leading producers 
have depended on Stange. Our technical skill and 
laboratory facilities are at your service 
May we help you solve your color problems 


WM. J. STANGE CO., CHICAGO 12, ILL. Dept. Nag 


ANGE 


(RHYMES WITH TANGY) 


“SILENT PARTNERS IN’ FAMOUS FOODS"' 


control goes the whole route from 
hiring a man to helping him siphon 
the most out of his territory. 

The larger bottler, when plan- 
ning his selling activities, should 
set up a budget for costs and profit 
in more than one volume range; the 
ratios change with an increase or 
decrease in volume because of the 
fixed element in overhead. These 
alternate figures will help you know 
what to do in case of a sudden 
change in volume levels upward or 
downward. 

Industrialists prepare themselves 
for such changes that may be ahead, 
perhaps sudden changes, by work- 
ing out alternate plans for profit. 
Study your business now to find out 
what the relationship of sales in- 
come and fixed and variable expense 
will have to be for required profit 
in a number of possible future vol- 
ume ranges. 

1— Business analysis. Unless you 
analyze your operating figures fre- 
quently, all your efforts to manage 
efficiently will go ga-ga. General ob- 
servation may indicate that a busi- 
ness may be in ship-shape, but when 
you dig into your operating figures 
you will usually find enough defect 
to make business analysis very 


profitable. Your accounting system 


“must be accurate and adequate to 


analyze business results properly, 
not only your financial accounts but 


your production records. 


5—Competent financial supervi- 
sion. You need money to operate. If 
vou do not handle your affairs so 
that your working capital is in good 
ratio you won't have enough cash 
on hand to meet your obligations, 
and so, you must borrow to pay 
them. This means an added expense 
for interest. Many bottlers are earn 
ing less or no more than 5 per cent 
net profit today, and so, the interest 
on a $2,000 loan at 5 per cent, $100 
a year, means that you must sell 
$2,000 more bottled beverages and 
make nary a cent on them because 
your financial supervision went a 
bit askew. Where profits are lim- 
ited as they are in this industry, 
bottlers should try to borrow only 
long-term loans for modernization 


or expansion. Borrowing short-term 
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loans for current obligations re- 
quires a lot more sales work to meet 
the interest expense. 


Business always needs promo 
tional zip. If you do not continu- 
ously promote your business for bet 


ahead 


You'll idle on the same spot and 


terment, you won't forge 
then go into reverse. Business never 
stands still. It either goes ahead or 
falls behind. That’s why it is neces- 
sary to set aside an appropriation 
for promotional expense every year 
But some bottlers do not do this 
because they haven’t ample funds 
and they haven’t ample funds be- 
cause they are bad financiers in one 
way or another. Our experience has 
been that too many bottlers consider 
advertising or other promotional ef- 
fort an unnecessary evil that they 
tolerate when they are flush but 
throttle when business lops off. This 
is just the time they should load 
both barrels and go gunning for 
sales 

The financial statement covering 
your business ownership is a tip 
off to your financial sagacity. Have' 
you invested too heavily in fixed 
assets, which is weakening your 
working capital position and forc- 
ing you to pass due dates on your 
obligations? High fixed assets mean 
high fixed expense for upkeep. Mod- 
ernization and expansion are desir- 
able, but it isn’t wise to exceed your 
financial capacity on this better 
should be 
planned just like other elements of 


ment, which carefully 
business management. 

Will your funds be ample to liqui- 
date current loans or will you have 
to renew them? Bankers prefer the 
businessman who pays when the 
money is due. You can go back and 
borrow again the next day but the 
banker wants to see the color of the 
green. Are you heavily mired in 
fixed liabilities, usually mortgages? 
Have you used current loans to pay 
off fixed liabilities or to incur them? 
Current loans should be used for 
current debts or you may get into 
financial difficulty later 

Do you keep adequate control of 
inventory by means of stock control 
cards or periodical counts so that 


you minimize loss and know your 
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true profit? At 5 per cent net profit, 
a $100-loss on inventory represents 
the net on $2,000 volume. And you 
can lose a lot more than $100 vearly 
on inventory if you don’t watch it 
carefully. 

Is the return on the capital in- 
vested in your business better than 
the return you can get for the same 
investment outside the business? If 
it isn’t, then you are not getting a 
satisfactory return on your invested 
dollars because you are not finance 


ing your business wisely regardless 


of the net profit on sales. This net 
may show a satisfactory percentage, 
but it isn’t the last word in effec- 
tive business management. The re- 
turn on capital investment or net 
worth gets the laurel wreath. 

If you go wrong on one or more 
of these important phases of finan 
cial management, you can’t do an 
adequate job of business control 
Remember, competent financial su- 
pervision is an important tooth in 
the master gear of your business 
machine. 
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SALES WINNERS for 1950 
BLUE SEAL 


© 4-0z. Old Antique Pale Dry Ginger © 2-oz. Minute Man Pale Dry 
Ginger © 2-oz. Sheraton Fruity Pale Dry Ginger © True Fruit Black 


Cherry @ True Fruit Black Raspberry @ Chocolate Cream @ Kreamy 


by 


Root Beer @ Blue Seal Kola © New Orange Blends © +850 Winey Grape 


Selected from our sales records as the fastest moving drinks on the market 


Every one a proven seles getter with wide consumer acceptance all over the 


United States 


Wide-awake bottlers protect their plant investment by planning now for the 


big season, ordering flavors with the quality and popular taste that mean 


sales volume 


The Bottler’s silent partner 
for over 70 years 


Write for prices, quantity 
discounts and other infor 
mation. Blue Seal will help 
you make this season your 
most successfu 


. and profits—beverages that add prestige to their good name. 
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BLUE SEAL EXTRACT CO. inc. 


“HIGH QUALITY 
FLAVORS ARE YOUR 
SOUNDEST 
INVESTMENT.” 


CAMBRIDGE, MASS 





California Bottlers Get Label 





Exemption Notice 


Bottlers of carbonated beverages 
in California currently are being ad- 
vised that July 1, 1950, is the date 
that has been set as the one on or 
before which affidavits must be filed 
with the Bureau of Food and Drug 
Inspections, Department of Public 
Health, State of California, for 
exemption of declaration of ingre- 
dients, under Section 26495, Cali- 
fornia Pure Foods Act, Health and 
Safety Code. All affidavits on file at 
present are being cancelled, and 
unless new ones are filed and label 


approvals have been issued, all car- 


wie : t! 





—_—_— bonated beverages made or sold in 


e the State must have all ingredients 
CLARK in the BOTTLING Industry «0%: 


Section 26495 provides that a 


A SURE-FIRE WAY TO GET MORE FOR food shall be deemed misbranded 
YOUR MONEY—CLARK FORK TRUCKS rr 


(1) The common or usual name 


e » 
/More Efficiency lower your break-even point— of the food, if any there be; 


by cutting those handling costs 
(DO MORE JOBS BETTER) with the versatile, efficient, and (2) In 


economical Clark Machines ° 





case it is fabricated 


from two or more ingredients, the 


v More Economy common or usual name of such 


(COST LESS TO OPERATE) Mony practical handling attach- ingredient 


ments broaden the usefulness of 
Clark fork trucks—good idea to 


vm D bilit Reneipailiaadtidiion The requirements of paragraph 2 
ore urd a t y of this section will not apply to any 
(LAST LONGER) carbonated beverage, the ingredi 


To borrow the new movie ents of which have been fully and 


“Bottling without Bottlenecks” fill ‘ 
CLARK products are released only after nan aieaiedernen. correctly disclosed to the State De- 


standing the exacting test of Clark's ness letterhead and mail to partment of Public Health in a 
CLARK 
Unmatched Engineering Laboratory. sworn affidavit 


ee eee ee IT | aces wt xasnigt exthanatel bare 


ages from any other requirement of 


ELECTRIC AND GAS 12 @)' 44°41 48) the California Pure Foods Act; in 


|e) 4 "4 particular, Section 26490 (3 la- 
] am } Ve beling of imitations——-and Section 
ime NG TRACTOR 


26491—the name and place of busi- 























aes 
ness of the manufacturer and an 


accurate statement of the quantity 
of the contents—and Section 26496 
2 the declaration on the label of 
artificial coloring and artificial fla 


INDUSTRIAL TRUCK DIVISION * CLARK EQUIPMENT COMPANY + BATTLE CREEK 121. MICH voring, and chemical preservatives 


We would like to make arrangements to borrow the movie “Bottling without Bottlenecks.” 





NAME 





FIRM NAME ; , oe = Se ee A. F. Gibson 
eae 7 ; \. F. Gibson, manager of the 
city ZONE STATE Coca-Cola Bottling Co., of Madison 


AUTHORIZED CLARK INDUSTRIAL TRUCK PARTS AND SERVICE STATIONS IN STRATEGIC LOCATIONS ville, Ky., died April 18. He was 53 
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Write us today! Get the full story of how this thoroughly 
tested packer can reduce operating costs in your plant. 


ERS WILLER CASE PACKERS 
MILLER IWSPECTION 
ACCUMULATOR TABLES 


TTLE WASH 
MILLER HYDRO BO 
ms 
Manupacturers of LUER KENDALL wixe 
MILLER BOTTLE converors oo WILLER 


BOXES MILLER FLUORESCENT INSPECTORS 7 
. 


June, 1950 


It Pays to Pack Your 
Cases Automatically 


NO OPERATOR NEEDED: The 
MILLER HYDRO Case and 
Carton Packer does a hard and 
tedious job completely automati- 
cally. There are no levers or foot 
pedals; both bottles and cases are 
automatically fed into the packer 
and automatically discharged. 


PACKS CASES & CARTONS: 
Handles not just cases but car- 
tons as well. What’s more, cases 
and cartons need not be separ- 
ated: they may be intermingled. 
Packs both splits and pints. 


COMPACT: It takes up no more 
space than an ordinary accumula- 
tor table. Can be easily installed 
without stopping your produc- 
tion. You need this machine in 
your plant now! 


Serving Bottlers 
Since 1913 
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STAINLESS STEEL 


gral oF 1/0000 UWSes 


In bottling units, storage tanks, 
piping, valves and everywhere 
the beverage touches — ENDURO 
Stainless Steel is made-to-order for 
the job, corrosion-free and spotless. 


REFRESHINGLY SPOTLESS 


ENDURO ’s smooth, pore-free, sanitary-as- 
glass surface cleans so effortlessly, quickly 
and completely that it always looks refresh- 
ingly spotless. I¢ IS immaculate—not half- 
way clean—for with ENDURO there are 
no surface pores or irregularities to serve as 
“hide-out” for hard-to-remove dirt parti- 
cles. ENDURO-clean is spotless-clean! 
The beverage, too—bottled with ENDURO 
equipment—comes sparkling, refreshing 
and pure, for there is no pick-up from 
ENDURO. Quality control is thus assured. 


CHECK ALL 10 ADVANTAGES: 


Cost control also is assured. Cleaning and 
maintenance costs are minimized—repairs 
and replacement so infrequent as to be 
negligible—equipment lifetime greatly 
extended. Thus, while efficiency is con- 
stantly high, production costs are con- 
stantly low...the perfect setting for profits. 


Is your equipment all-ENDURO? If 
not—it will pay you to get the facts— 
today! Ask your equipment manufacturer 
for estimates! 


Rust- and Corrosion- Resistance © Heat-Resistance 


® High Strength ® No Metallic Contamination e Sanitary Surfaces ¢ Easy to Clean e Eye Appeal 
@Easy to Fabricate* long Lifee low End Coste What more can be desired in a material? 


For Complete Details Write 


REPUBLIC STEEL CORPORATION 


Alloy Steel Division, Massillon, Ohio « GENERAL OFFICES, CLEVELAND 1, OHIO © Export Dept.: Chrysler Bidg., New York, 17, N.Y. 
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Popular Partner 


of Summer Fun! 


Since its introduction 
in 1930, 7-Up has made 
anational sales gain § 
every single year! 


— 
i lllig Ts oe 


— Zz 


Jou bike tt tt- likes YOu / 


THE SEVEN-UP COMPANY, St. Louis, Missouri =e 
The All-Family Drink / 
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For Removing Impurities .. . 


For Ideal Beverage Water ... 


New Design Gives Easier 
Maintenance, Greater Compactness — 
Eliminates On-the-job Assembly 


Are you faced with the problem of removing 
color, odor, dirt, alkalinity, sediment, and other 
impurities from water? Then this newly designed 
and engineered Permutit equipment is your an- 
swer! 

The new 3-Zone Precipitator is more compact 
and streamlined than ever before . . . and all in- 
ternal mechanisms are factory installed, meaning 
no time is lost in on-the-job assembly. In one 
compact operation, the Precipitator sterilizes the 
water, removes organic matter and turbidity, and 
lowers alkalinity. 

The treated water is then polished by passing 
it through Permutit’s Neutralite Filter, and the 
Carbo-Dur Purifier removes all taste and odor. 


HERE’S THE 
MOST EFFICIENT 

EQUIPMENT 
YET DEVISED! 


CARBO-DUR® 
¥ PURIFIER 


3-ZONE 
PRECIPITATOR 


; NEUTRALITE 
oe §6=FILTER 


New features of the filter and purifier which assure 
ease of operation and maintenance are an improved 
operating valve, heads that may be removed with- 
out disturbing the piping, and a baked-on lining 
that is three times thicker than formerly. 

Write for full information about this equipment 
to The Permutit Company, Dept. NB-6, 330 West 
42nd Street, New York 18, N. Y., or to Permutit 
Company of Canada, Ltd., Montreal. 


~ 





WATER CONDITIONING HEADQUARTERS § FOR OVER 37 YEARS 
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GLENSHAW 


oy ~ (obo, 
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HOW TO GET BETTER BOTTLE WASHING al DWER COST... 


DIVERSEY 


COMp, 


@ N, 
gio*™ ioc” %, 


get 


Diversey Relion is the practical, economical, surpris 
ingly efficient approach to the routine washing of bottles! 
Any basis of comparison proves the outstanding superi 
ority of Relion proves that it gives you clean 
sparkling clean bottles at lower cost every time! 

Your Diversey D-Man will be -pleased to show the 
remarkable bottle washing efficiency Relion assures! 
Let him show you the difference on your own bottle 
washing operation. There is no obligation for this 


D-Man service. Investigate today 


CALL YOUR DIVERSEY D-MAN TODAY 
He's prepored to give you expert advice on all sanitation 


and insect control operations 


THE DIVERSEY CORPORATION 


1820 Roscoe Street * Chicago 13, Illinois 
In Canada: The Diversey Corporation (Canada) Ltd. 
Toronto, Ontario 
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Again the “hottest” 
seller in cold drinks 


The cycle of public taste has entered a new 
phase. Again, juice-type orange gets the call. 
This has boosted the ‘‘sales temperature” of 
Orange Julep to a level higher than at any 
time in its 44 years of popularity. 


And, as Orange Julep goes, so goes the other 
tempting flavors in the Julep line... up! up! up! 


You pay no premium for the extra quality of Julep 
flavors. They cost no more than ordinary types. 


Automatic Quantity Discounts increase your profit per 
bottle. And prepaid freight on shipments of 12 gallons 
or more saves you many dollars per season. 


Let Julep’s better, brighter taste build your business. Try 
Julep Flavors in your own bottles, or use ACL bottles 
and crowns under our protective territorial franchise. 

Write today for details. 





TASTE ORANGE JULEP... compare it with orange flavor 
you now bottle. Send for finished drink or concentrate samples. 


Tt4 











time 


THE JULEP COMPANY 
353 W. Grand Ave., CHICAGO 10, ILL. © 200 Davis St., SAN FRANCISCO, CALIF. 





Famous for ROOT BEER 
—the quality franchised drink—acclaimed by successful bottlers 
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better your product 
better go eles... 


BOTTLERS discover that more flavor ‘comes through’’ 

when Cerelose is used in the syrup blending. Naturally 
for Cerelose is dextrose, a natural sugar found in 

mature, well-ripened, flavorful fruits. For a ‘high 

conversion’ corn syrup, use Puritose 

A reliable source of supply; Corn Products offers you 

full technical service, without obligation 


) CERELOSE ¢ 





i‘ d 2% Z = wN 
Full technical service, no obligation Fe | uritose Y 
CORN PRODUCTS | ; CORN SYRUP ; 


RB eet eS: CO MA PAC SY 
17 BATTERY PLACE + NEW YORK 4, N. Y. 





Puritose ond Cerelose are registered trade-marks of Corn Products 
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MEYER 
DUMORE 
BOTTLE 
CLEANERS 







MEYER 
SYNCROMETER 










Cut Costs 


with MEYER 
BOTTLING EQUIPMENT 
for more profit 


in 1950 












MEYER 
DEAERATOR 


MEYER DUMORE a ae 


Si BEVERAS a : sb - 


SYSTEM 


The Meyer Syn-Cro-Mix System automat- 
ically delivers a beverage that is always 
in the correct proportions and that is 
thoroughly mixed for uniformity, because 
“every drop is always the same’’. You 
can use the Syn-Cro-Mix system for all 
kinds of carbonated syrups and for pulp 
drinks as well. 
You produce a better beverage in a 
j more sanitary way when you are filling 
pees ty bottles that are thoroughly clean with a 
i © product that is constantly uniform. The 
best way to guarantee this is to install the 
complete line of Meyer equipment—Meyer 
Dumore Bottle Cleaners, Meyer Dumore 
Fillers and the Syn-Cro-Mix System. 
For complete details, write for BULLETIN 
SY126 


, Ph, 
YER 


_»-&  GEO.J. MEYER MANUFACTURING CO. 


CUDAHY, WISCONSIN, U.S.A. 









MEYER 
DUMORE 
FILLER 








SPECIALTY 


Sauctary 
Centrifugal Pumps 


SPECIALTY 
Sanitary FITTINGS 


Scovill’s variety of openers can glorify 
your brand name. Select from a wide 
range of colorful anodized aluminum 
and nickel-plated steel openers. Let- 
tering can be stamped on one or two 
sides with your trademark, and may 
be attractively color-filled at slight 
additional cost. 

Write today for further information 
showing how you can lower your give- 
away costs with Scovill Openers. 
SCOVILL MANUFACTURING 
COMPANY, 59 Mill Street, Water- 
bury 20, Conn 


This small Standard 
Scovill Opener dis- 
plays your name 
smartly in plain or 
color-filled letters. 
Nicke!-plated steel 
or anodized alumi- 
num assures long 
life. 


The ‘‘Over ‘n 
Under” is the best 
functional opener 
we know of... one 
motion either up or 
down removes the 
cap. Plain or color- 
filled letters; alumi- 
num or nickel-plated 
steel. 


This new Economy 
Wall-Type Opener 
sells your brand in 
poster-style when 
attached to a wall, 
or doubles asa 
handy hand opener. 
Heavy nickel-plated 
steel. 


This ““3-Nib Over 
*n Under” Scovill 
Wire Opener gives 
your brand double 
mention at lowest 
cost. Heavy gauge 
steel wire with cop- 
per flash or nickel 
finish. Also avail- 
able with 2-nibs 


The new Bantam 
Scovill Opener is the 
most inexpensive 
sales producer of its 
type. Curved for 
convenient grip, 
greatest strength. 
Lightweight nickel- 
plated sheet steel. 


(CAN 
SCOVIL 


VW 
sen 
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J. B. Shelton E. Y. Denton 
Shelton Bottling Company Double-Cola Bottling Company 
New Albany, Mississippi Rocky Mount, North Carolina 
Double-Cola Bottler for12 years © Double-Cola Bottler for 12 years 


Wm. Cammarano Et o W. E. Wilson 
Cammarano Brothers hwo} Drinkmor Beverage Co, 
Tacoma, Washington \ wy . Richmond, Missouri 
Double-Cola Bottler ‘ ‘ Double-Cola Bottler 

for 11 years H : Y for 12 years 


G. W. Glover W.W. Mitchell 
Double-Cola Bottling Company Double-Cola Bottling Company 
Vincennes, Indiana Phoenix, Arizona 
Double-Cola Bottler Double-Cola Bottler 
for 11 years for 12 years 


DOUBLE 


COLA 
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SEALED-IN FLAVOR 


right from California's sunny groves... 


LEMON 


a 
. 


Bottle profitably what the consumer Always sold in cans to seal in the 
wants to buy—America’s favorite flavor until you use them. 
orange and lemon drinks, made 


with Exchange fruit juice bases. 


CALIFORNIA 
FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California fe) T 7 LERS 


400 West Madison Street, Chicago 6, Illinois Cc 4 
99 Hudson Street, New York 13, N. Y. | Ul e 
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Is All Your Dealers Pay to Own 


:LVINATO 


BEVERAGE COOLER! 


past No Down Payment! 
| Your stops will like the Meter Plan be- 



















































































oor See 


cause they can pay for the Kelvinator 
Cooler on the same basis as other small 
daily purchases. A few coins put in the 
meter every day makes paying easy. 
You will like the Meter Plan, too; it 
means there will be no large lump sum 




















: payments to collect from your dealers. 
, You get point-of-sale advertising for 
your product right where it counts... 

increased beverage sales from low vol- 


ume stops means DECREASED de- 
livery costs. Put Kelvinator Coolers on 





your sales force for cold cash results! 
.. For full information, fill in this 


Nal “i 


11250 Plymouth Road, Detroit 32, Michigan 








Gentlemen: Please send me pricing infe 1 the new Kelvinator Beverage 
Cut out coupon. Paste Cooler. Also send me without cost or ob 


4 ir illustrated booklet “Bottlers’ 
on penny postcard ond pewopies —— information on how to sell, service, and finance my 
mail today! 
AER ATIN’ \ Mail this coupon today 
\ , \ and receive by return mail 


this booklet crammed full 
of valuable information on STREET ADDRESS. 
how to sell, service and 
finance your own Cooler 


Program. 
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11/2 cents per case’ 


9 Bie oe 
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How TO GET COSTS DOWN is a problem which confronts the majority of 
bottlers today. Mr. Elliott’s experience shows beyond a doubt that there is an 
answer to this problem. ; 

The one sure way to get costs down... and profits up... is by a more efficient 
bottling line. Practically all other costs are fixed. The complete Cem System is 
modern and efficient. It has all the features to assure profitable bottling under a 
wide range of conditions. 

In hundreds of plants the Cem System is producing top quality beverages at low 


cost per case. Why not find out what it can do for you? 


CROWN CORK & SEAL COMPANY 


Machine Sales Division » Baltimore 3, Maryland 





SODIUM = 4s NEST 
BENZOATE 
FLAKES 


All over the world, 
Vaughan's bottle openers 
are the choice of those 
who want the best for 


their customers 


No. 277 EXTRA HEAVY DUTY BOTTLE OPENER 
A popular extra rugged opener. Made of 
heavy steel in bright polished nickel finish 


fekes easier to use 
practically 


dust-free 


... Many bottlers and makers 
of fountain syrups prefer 
Monsanto Sodium Benzoate 
Flakes for the ease with 
which they are applied 
No. 186 “LOCKTITE’ COMBINATION BOTTLE 
Monsanto produces sodium OPENER AND STOPPER 
A top favorite everywhere. Removes crown 


benzoate, U.S.P., in two forms 


cap, then locks firmly on bottle top Rubber 
flakes anc »owde assay- gasket seals bottle air tight to preserve 
k n 1 I 1 r, ssay used contents. Polished bright nickel finish 
ing 99.50°° purity 


For quotations and samples of 

Monsanto Sodium Benzoate 

and for free literature, mail 

the coupon or contact the near- 

- flakes est Monsanto Sales Office. 
do not cake MONSANTO CHEMICAL 


COMPANY, Organic Chem- 
or ball er cae Ronee No. 179 BEVERAGE SPOON AND BOTTLE OPENER 
icals Division, 1741-B South A ect combination” for mixing drink 


Second St., St. Louis 4, Mo a1 for room service. Rugged steel fin 


nicke 


DISTRICT SALES OFFICES: Bir 
mingham, Boston, Charlotte, Chicago, 
Cincinnati, Cleveland, Detroit, Hous- 
ton, Los Angeles, New York, Philadel- 
phia, Portland, Ore., San Francisco, 
Seattle. In Canada, Monsanto (Can- 
ida) Lid., Montreal 


MONSANTO 


dissolve UEMLICALS moe 
i nctentty- ae CHEMICALS ~ PLASTICS ie 
\< r “ 5 Rugged and durable. Made of * 


polished nickel finish 


eee eee eee eee eeeesesese 
Your advertis 


ng message stamped on ample space provided on 


each opener (except No. 206) as shown by samples above 


mple and quotations on sodium 


VAUGHAN MFG. CO. 


World's Largest Manufacturer of Bottle Openers and Can Openers 
3211 Carroll Avenue, Chicago 24 
Holf-Century of Quality and Service 


Fone State 


. 
. 
. 
. 
. 
. 
. 
o 


ER VING INDUSTRY WHICH SERVES MANKIN 
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talk of the trade 


(Continued from page 6) 


of costs, enlarge home consumption, and organize for 
more efficient distribution. 

W. F. Wagner's Sons Company, Cincinnati, is pro- 
moting its “Vichy” as a health beverage. Recent news- 
paper ad urged: “Be sure you get enough minerals 
by drinking Wagner's Vichy every day”... Current 
direct-mail advertising of V. & E. Kohnstamm, Inc. 
urges bottlers to “blend your own basic flavoring in- 
gredients if 2,000 cases or over represent your weekly 
average sales. This will help “get the ‘reds’ out of 
your statements,’ Veko advises...Globe Bottling 
Company, Los Angeles, has joined the growing list of 
bottlers using television advertising. Firm is sponsor- 
ing the “Holiywood Road to Fame’’ show on KTSL, 
Los Angeles. 

Canada Dry will launch an all-out advertising 
campaign this summer on its “Quinine Water’—a 
mixer used in making ‘‘Gin and Tonic.” Full color ads 
will appear in Collier's, Time, Esquire, New Yorker 
and numerous other prestige magazines, supple- 
mented by ads in Sunday magazine sections and news- 
paper and point-of-sale promotion. Under a new 
price and packaging plan, major emphasis will be 
given to a closed carry-home carton containing four 


12 oz. bottles of the beverage. The carton will retail | 1950 
for 57c, single bottles for 10c. 

Pepsi to Axe Bottlers’ Advisory Council: Sell with NIFTY Fruit Flavors. They'll pick-up 
Will Work With Pepsi Bottlers’ Association | your old business; they'll get you new busi- 


z, ness! Order a trial gallon of each 
In the revamping of policies and practices which 
ae é ; ... TODAY. 
has characterized the Pepsi-Cola Company of late, 


it was learned on a good authority that its Bottlers’ PINEAPPLE 








Packed with ripened pineapple-flavor. 
A 1-16 concentrate with tremendous 


popularity! 
BLACK CHERRY 


A sensational honest - to - goodness 
Fruit Flavor made from real fresh 
cherries. 4 oz. Product. 


ee 


BLACK RASPBERRY 


A terrific favorite because it's made 
from absolutely fresh berries. Has 
superb flavor. 4 oz. Product. 

DR. PEPPER STREAMLINES ITS CROWN 
Selected from over 150 designs following a series of BOTTLED = Pans Shag ton 0 Pig IF DESIRED 
market tests, is this new, simplified Dr. Pepper crown 
(left). The new crown is more legible than the old © BOTTLES AVAILABLE © ADVERTISING AVAILABLE 
crown (right) and more economical (one color is used 
instead of two). To promote the new bottle top, Dr. 
Pepper has scheduled a $250,000 national advertising 


peg cg and consumer contest running from June 1 SALI F NT FLAVO R | N 6 fF 0 R Pp ke Sangh 
to July . | 
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talk of the trade___ 


Advisory Council is scheduled for quiet oblivion 
within the next eight months. 

The move is contemplated with the full knowl- 
edge and mutual approval of both the parent com- 
pany and the bottlers, many of whom are members 
of the Pepsi-Cola Bottlers’ Association, with the idea 
in mind of eliminating obvious and unnecessary 
duplication of interest and activity on the part of 
both the Council and the Association. 





Both groups are less than two years’ old, but de- 
velopments since their formation have shown that 
the liaison function of the Pepsi-Cola Bottlers’ As- 
sociation is far more effective than that of the Bot- 
tlers’ Advisory Council, hence the decision to elim- 
inate the latter. 

REG. U.S PAT. OFF On a recent business visit to Chicago, Alfred N. 
Steele, new president of the Pepsi-Cola Company, 
*& was unqualifiedly given a vote of confidence by the 
Lem On 2 hy: bottlers, and he in turn expressed his full support 
of the bottlers’ association and the work they are 
doing. Julius Darsky of Akron, Ohio, is president of 

the Pepsi-Cola Bottlers’ Association. 


Three Parent Company Officials Among 
Top 1949 Wage Earners 


Three parent company executives—two Coca-Cola 
officials and one Pepsi-Cola officer—were among the 
nation’s top wage earners in 1949. Each of the three 
executives earned over $85,000. 





Walter S. Mack, Jr., formerly president and now 
chairman of the board of the Pepsi-Cola Company 
received $104,000 salary and a $16,500 bonus. 
liam J. Hobbs, Coca-Cola Company president, re- 
ceived $141,300 salary. Coke’s board chairman, Har- 
rison Jones, drew $85,000. 





Advertising News 


Coca-Cola Company will present over the CBS 
radio network ‘“The Pause That Refreshes,”’ one of 
radio's best-known musical programs, as the summer 
replacement for the “Edgar Bergen-Charlie McCar- 
thy Show”... One hundred Canada Dry plants are 
participating in a new national premium promotion. 

. Dad's Root Beer current 1c sale promotion ts get- 
ting heavy advertising support. Point-of-sale, news 
papers, billboards, radio, TV and direct-mail are 

B-1 BEVERAGE COMPANY among the media being used . . . Current supermarket 
4000 LINDELL BLVD. soft drinks. One suggests basting ham in cola or 
SAINT LOUIS 8, MISSOURI ginger ale 


ads are carrying cooking tips involving the use of 
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elling 
Slants 


Ww: frequently see the example of two salesmen who 
appear to be about equal in general qualifications—age 
education, personal appearance, and attention to busi- 
ness. Yet one seems to get ahead easily, while the other 
lags behind. What is the reason for such differences? 

There are elements of luck which enter into many 
success stories. In the average case, however, we find 
that the salesman who forges ahead knows how to 
make friends and keep friends, while the other does 
not. A large percentage of all business is done through 
personal connections. Men are sometimes embittered 
over such relationships, and speak of them in terms of 
“pull” and “favoritism.” But it generally boils down to 
the art of being liked and trusted. 

The salesman who makes friends is essentially a 
giver. He gives freely of himself through the medium 
of courtesy, interest in the other man, helpful informa- 
tion, and other such intangibles as companionship, en- 
tertainment, and sociability. In this way he opens the 
door to smooth and easy selling. 

Most salesmen are too intent on one objective—to 
take an order. They forget the little things which pave 


One smile makes a hundred friends. 
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FOR CRYSTAL CLEAN BOTTLES 
USE SCHAEFER BRUSHES 


+ 

More bottling plants are using Schaefer 
brushes because they last longer and do 
a more thorough cleaning job. These 
brushes have proved their superiority 
over Gil ofher Brushes fime and time 
again: Schaefer brushes ore guaran: 
teed to give long eficient service. A 
brushes are inspected for quality and 


uniformity; 


Write for our new Bottling Plant Catalog show. 
ing Schoefer's complete fine of “Job-tested” 
brushes. Proved to be the finest b; yeors of 
experience in America’s leading breweries ond 


bottling plonts. 


SCHAEFER BRUSH MEE. C0. 


17 W. Walker $t,, Milwaukee 4, Wis, 
“Always Buy Schacter — It's Sater” 


Progressive Wobble Type Bettie Brush 


Made in various grades and sizes. Recommended 
for all makes of bottle washing machines. 


YOUR CLEANING PROBLEM 


SCHAEFER BRUSH MFG. CO. 
117 W. Welker St, Milwaukee 4, Wis, 


Please send more information about your serv- 
ice for solving special cleaning problems. 


Name Title 
Company Name 

Address 
City 
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Real or Imitation 


Today the preference is for real fruit drinks. Here 
at Flavorex we have seen the demand and vsese 8 
ance for our real fruit flavors grow so considerably 
that now they are outselling many other flavors. The 
Flavorex "Know-How" process uses only the finest 
fruits and juices to capture and hold the delicate 
goodness of the original fresh fruit, and gives you 
flavors that produce full bodied, fine tasting real 
fruit beverages. 





REAL FRUIT 
BLACK RASPBERRY 
& BLACK CHERRY 


Step up your volume and profits with these two 
excellent flavors that are growing so popular all over 
the country that they are definitely a must in your 
own line. Black Cherry and Black Raspberry are made 
from fruits and juices. Your trade will love them! 

Write to us for a generous free sample of syrup 
ready to bottle. Better yet, order a trial shipment of 
concentrate now. Crowns are available for both Real 
Fruit Black Cherry and Black Raspberry. 


Also true fruit blackberry, loganberry, straw- 
berry and fruit punch. 


FLAVOREX© 


E44 OL a ee ed OL 
AVE. BALTIMORE 2, MD. 


the way for business. It is well to be business-like dur- 
ing working hours, but we must never forget that 
human relationships are the medium through which 
business is done. It is human nature to prefer to buy 
from people whom you like 

The clever salesman makes it a point to know as much 
as he can about his customer’s business, so that he can 
talk in terms of you instead of J, me and mine. He 
makes a definite effort to remember names, not only of 
the boss, but other employees whose good will is all 
important. He cultivates the art of telling stories in an 
about the 


habits and personal interests of those whom he con- 


interesting way. He gathers information 
tacts regularly. 

Further than this, he sells his own integrity as con- 
sistently as the quality and sales appeal of his mer- 
chandise. His approach appears indirect, because he 
seems to enjoy his work and his customers seem to 
enjoy buying from him. 

A man must takehis work seriously, yet he does not 
have to display tension in his manner. Tension causes 
over-selling, and over-selling never fails to build sales 
is the 


whether he is employed or not who is always being 


resistance. It man who doesn’t seem to care 
offered jobs, and the same is true of the self-assured 
and confident salesman. 

It doesn’t require any superior ability to build good 
personal relations. It simply requires the desire to give 
good service, and the capacity to make friends. A sales- 
man who follows this policy cannot help enjoying his 
work, and his customers invariably enjoy seeing him 
and dealing with him. 





DAD'S LAUNCHES FIRST “ROOT BEER HUT” 


Parent company officials and civic leaders were among 


the thousands attending the opening ceremonies of the 
first of a nationwide network of Dad's Root Beer Huts, 
May 13, in Chicago. The “Huts” are actually refresh- 
ment stands Dad's is planning to set up throughout the 
country. with Dad's bottlers getting first franchise 
rights. Pictured above. left to right. are: Alban Weber, 
Chicago Alderman; Jules Klapman, Dad's treasurer: 
Eli Klapman, president; Louis Belman, secretary: Bar- 
ney Berns, vice-president, and Gaylord Frumkin, na- 
tional sales manager. fountain sales division. 
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You win more round trips for every dollar 
you spend when you buy WEDG-WALL Beverage 
Bottles by Thatcher. 


Why? Because WEDG-WALLS are _ built 
to withstand rough handling in your plant and 
out in the trade. Their rugged wedge-shaped 
wall construction distributes the glass so as to 
reinforce that part of the bottle which receives 
the greatest abuse. The result is a bottle that 
keeps breakage at a minimum . . . that costs 
you less because it makes more round trips. 


Get extra trippage for your bottle dollar 
with WEDG-WALL Bottles by Thatcher. For 
complete details on the many advantages of 
an exclusive private-mold beverage bottle, con- 
tact your nearest Thatcher representative 
write, wire or phone: 


Thatcher Glass Manufacturing Company, Inc. 


* T. M. Applied For 


THaicHE 


“Ib FACTORIES: ELMIRA, N.Y. OLEAN. N.Y STREATOR, 


Sales Offices: BALTIMORE BUFFALO CINCINNATI DETROIT NEW YORK PITTSBURGH ST. LOUIS 
BOSTON CHICAGO CLEVELAND LOUISVILLE PHILADELPHIA ROCHESTER, NY. ST. PAUL 
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NiPHi * 


2@ CHERRY 
SODA £ 


ROYAL CROWN 
COLA 
NEHI CORPORATION NEHI FLAVORS 


COLUMBUS, GEORGIA PAR-T-PAK 
BEVERAGES 
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Carton Deposit Movement Grows 


Three Tulsa bottlers join growing list of plants that 
have adopted a carton deposit—with great success. 


I vs working out swell—now we 
sit and wonder why we didn’t do it 
a long time ago!” 

That’s the way three leading bot 
tlers of Tulsa, Oklahoma, feel about 
the three-cent deposit on six-bottle 
carry-home cartons they instituted 
the last week of February 

Faced with alarming carton losses 
(and what bottler in the U.S. hasn't 
, the three 
Tulsa bottlers decided that the es 


the same problem today ? 


tablishment of a carton deposit was 
As one 
of them remarked: “It was a choice 


“the only logical way out.” 
of setting up a carton deposit o1 
going out of the carton business al 
Naturally, we took the 


former step.” 


together 


And they're 
Although the 


been effective for only four months, 


sure glad they did. 


carton deposit has 


already the three bottlers are able 
to report that carton losses have 
dropped 50 to 60°, with no de- 
crease in volume. In fact, two of 
the three bottlers have experienced 


increases in carton sales since the 


J. OQ. BRANHAM 
It had to be done.” 
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carton deposit was instituted. That 
isn’t hay when you consider that 
their collective carton sales account 
for approximately one-third of 
their total volume! 

With several more very tangible, 
healthy industry benefits still to be 
reported, it’s important to relate 
here “how the job was done,” 
through personal interviews with 
the bottlers who did the job in 
Tulsa: J. Q. Branham, of the Seven- 
Up Bottling Co.; 
Dr. Pepper Bottling Co., and Frank 
N. Batsell, Coca-Cola Bottling Co. 


Charles Siekman, 


Move Not Promoted 


Significantly, none of the three 
bottlers used any type of promotion 
to execute the carton deposit. Since 
their action was tantamount to im- 
posing an additional burden on con- 
sumers, they felt it would be inad- 
visable to advertise it. 

“Route salesmen were advised of 
the new policy on the morning it be- 
came effective,” explained J. Q. 
3ranham of Seven-Up Bottling Co 
“We gave them a simple story to tel 

and sell: something must be done 
to stop excessive carton losses, anc 
it can be done through co-operatior 
of bottler, dealer and consumer.” 
The fact that it was done bears out 
a Chamber of Commerce claim that 
Tulsa is a great town for team 
work. 

“We spent no money for expen- 
sive newspaper space, printing of 
handbills and production of posters 
or signs for placement at point-of- 
reported Charles Siek- 


Pepper Bottling Co. head 


purchase,” 
man, Dr 
Siekman reasoned, “That ceuld have 


been like throwing salt into an open 
wound.” 

Nor did the bottlers make any in 
tensive effort to collect cartons be- 
fore establishing the deposit. They 
simply declared a 3c deposit to exist 
on all cartons that dealers—and con- 
sumers—already had on hand. 

Brief exception to that idea was 
the Coca-Cola Bottling Co., 
at first rubber stamped cartons go- 


which 


ing out of plant from effective date 
of carton deposits. 

“That was a mistake,” admitted 
Frank N. Batsell, as he recalled the 


FRANK N. BATSELL 
“It's going over fine.” 





dealer-consumer resistance it cre- 
ated. “A consumer would bring in 
his old carton and bottles for fulls, 
discover the three-cent ‘kick-in’ on 
the new carton, and take the old car 
funny 


ton back home—people are 


that way,” surmised ‘Mister Coca 
Cola of Tulsa,’ a title recently ac 
corded Batsell in a Tulsa daily news 


paper’s feature story on him. 
Dealer Reaction Favorable 


There was no general dealer re- 





Made 


move 


sistance to the carton deposit 


aware by routemen that the 


was “necessary,” most dealers a 


cepte d the 
that 


carton deposit as just 
there 
but 


off” the 


necessary Ot course, 


were a few isolated gripes not 


i single dealer “cut bot 


tlers’ products 
It’s interesting to 


note that the 


two largest chains in Tulsa, Crown 


drugstores and Safeway grocery 
tores, co-operated LOO 


that their 
had to be 


cde spite the 
fact 


large sales person 


nels informed and bur 


dened with “just one more thing to 


remember” during a day’s selling 


job--on the floor or at checking 


out counter 


Consumer resistance, too, Was 


practically nil. Under the Tulsa set 
up, the consumer was unaware of 
the new policy as long as he brought 
fulls 


If he brought no cartons and bottles, 


in old cartons and bottles for 


the total deposit Was quoted with 
asked, 


necessary 


but ex- 
Thus o 


curred the gradual, quiet education 


questions seldom 


plained when 





BUSINESS MAN'S 
ON - COMPLETE 


Signs e Displays e Price Cards 


The New Dojama’ Way! 


Small bottler—or large bottler—you can pos- 
sess the most attractive and most versatile 
Point-of-Sale Signs and Displays for only a 
few dollars! 


The Dojama System enables you to prepare 
indoor, outdoor, backbar, shelf, door, carton 
or bottle displays as you need them. Mounts 
on ANY smooth surface without tools, fuss 
or marring. Change prices, brand names, re- 


tailer's names in a few minutes! 


The first ALL PLASTIC 
changeable 
board! 


inter- 


"Long Life", 


letter and display composing 


We'll be glad to send you samples and com- 
plete information. Write today— 


KEST*ROOT BEER 
RisTePINEAPPLE 
8 S Tee: 
KOS Te 
KIEST. LEMON 
KESTEM 
Kt S Tee 
KREST* CHOCOLATE 
TODAYS SPECIAL 
* DELUNE 
BANANA SPLIT 
c 

















Canadian Representatives: Kingstan Industries Co., Montreal 2, Quebec 


70 


of the consumer to the carton de- 


posit on three soft drink brands 


Trippage Increased 


the 
three 


Part of 
the 
is attributable to the fine in 


tremendous reduc 


tion in bottlers’ carton 
costs 
crease in carton trippage 

Prior to the establishment of the 
had 
three 
Now the bottlers are getting almost 


carton deposit, cartons been 


averaging not quite trips 


five. They all 
that 


point out, however, 


carton trippage is a variable 
factor, whether under a deposit sys 


The 


(paper, metal or plastic) is an im 


tem or not. type of carton 
portant factor governing the “life” 
of cartons 

Mr. Batsell phrased it this way: 
the 


wants to maintain clean, fresh-look 


“Certainly progressive bottler 


ing, serviceable cartons—which he 
can better afford to do with overall 
carton costs greatly reduced.” 

A graphic picture of the increase 
in carton returns was obtained from 
a plant sales manager. “One of our 
route salesmen used to go out with 
128 cartons, sell them all and turn 
in 40-45 


“Now, with the three-cent deposit, 


used cartons,” he said 
that same man sells his 128 cartons, 
back in 


cartons 


rolls short only about 10 


used and he only brings 


back our cartons now 


he added 


not our com 
petitors”’, 

Another advantage that has a 
crued to the three bottlers since the 
carton 


that 


deposit was established is 


dealers no longer send out a 


case of four cartons as “a Case 
Now, a case is really a case, not 
The three 


certainly 


four cartons in a shell 


cent carton deposit has 


discouraged the former practice 


Other Bottlers Helped 


Strangely, the three bottlers’ cat 
ton deposits have also proved bene 
ficial to other plant operators in the 
city 

Norb Williams, owner of Whistle 
Bottling Co., 


stated that his per 


of cartons returned has 
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Texas 


W. H. HAMILTON 


Quebec, Canada 


RK SEGUIN 
Sales Mgr 
Conada 











Gin the KIST Katine — ee 
CITRUS PRODUCTS COMPANY 





STAYING 
QUALITY... 


OUR 
34th 
YEAR 


Bottlers desiring information concerning a franchise 
for Vernor’s Ginger Ale should write to 
Franchise Division 
JAMES VERNOR COMPANY 
239 Woodward Avenue e Detroit 26, Michigan 


GINGER ALE. 
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taken a “The 


change for the better certainly can 


tremendous jump. 


be attributed to the carton deposit 
policy adopted by the 3 Tulsa bot- 
tlers,” he said. Pointing out that all 
Tulsa bottlers were advised of the 
policy before its effective date, Wil 
liams believed “there probably will 
be a general trend toward its adop 
tion. Individual bottlers have their 
own problems to be considered and 
worked out first.” 

Williams sagely observed, “Ap 
parently all dealers are co-operating 
to make the distinction between the 
bottlers who ‘do or don’t’ charge 
carton deposits, but their selling job 
would be simpler if all bottlers did.” 

Those words may offer a clue to 
the final answer. With the ice def- 
initely broken by the dealer’s proven 
assurance of co-operation, his atti- 
tude may not be too long ignored 

After all, he’s the bottler’s cus 
tomer, and the customer is always 
right—especially when his co-oper- 
ation is cutting three Tulsa bottlers’ 


carton costs in half! 


New England Plant Starts 
Big Expansion 

One of the largest expansion pro 
grams in the beverage industry to 
be launched in New England during 
the post-war era, has been an 


nounced by Henry R. Silver, trea 


H. R. SILVER 





surer of the Cott Bottling Company, 
Manchester, N. H 


When 


ment is completed, Mr. Silver stated, 


installation of new equip 


produ tion will be stepped up to the 


rate of more than 3,500,000 cases 
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of carbonated beverages annually, 
one of the largest single bottling 
operations in the country. 

In existence only a little more 
than a year, the steady growth of 
the Cott Bottling Company, N. H.., 
has also necessitated the opening 
within the past nine months of an- 
Natick, 


Massachusetts, and the setting up 


other bottling plant at 


of more than forty distributors 


from this 


* Reduces power costs 


for you today! 


* Stops bottle breakage 


throughout Maine, New Hampshire, 
Vermont and 
setts. 


greater Massachu- 

According to Mr. Silver, steadily 
increasing consumer demand has 
made necessary the purchase of 
additional bottling equipment for 
the Manchester plant, and complete 
renovation of the building is under 
way to make room for the new fully 


automatic lines. 


*Oakite Chain 
Lubricators are 
issued FREE on loan 
to all users of 
Oakite Composition 
No 6. 


“OAKITE LUBRICATOR 


... @ little DRIP to save you money 


ERE, at last, is an entirely new conception of conveyor chain Jubri- 
cation. It’s the Oakite drip method now being adopted by many of 
the nation’s leading bottlers. It provides these outstanding advantages: 


* Prevents bottom-of-bottle dirt rings 
* Cuts conveyor out-of-service cleaning time 


* Minimizes burn-out of motors 


Here's How it Works! Into the *Oakite Chain Lubricator, pictured 
above, is placed a long-lasting supply of jelly-like soap (known as 
Oakite Composition No. 6). Over this soap composition, water is 
allowed to trickle. The overflow, now a slippery solution, lubricates 
moving conveyor chains by controllable drip action. 

Here’s Where You Save! Wet-soap lubrication with Oakite Com- 
position No. 6 prevents excessive build-up of gate pressure to eliminate 
bottle-breakage. It keeps chains scrupulously clean and sanitary... 
eliminates frequent down-time for cleaning. It provides free-flexing of 
chains around guides and sprockets... reduces drag, cuts power cests 
and helps hold motor burn-outs to a minimum. 

Get the Facts! Send for 6-page folder giving full details. Better yet 
ask for demonstration on your own conveyor system. Literature and in- 
plant service free on request. Put this litle drip to work saving money 


OAKITE PRODUCTS, INC., 26A Thames St.. NEW YORK 6,N.Y, 


Technical Service Representatives in Principal Cities of U. S. & Canada 


OAKITE 


SPECIALIZED INDUSTRIAL CLEANING 
MATERIALS + METHODS + SERVICE 
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Majority of Food Buyers 
Decide Purchases While Shopping 
\ marketing survey just re 
leased by E. I. Du Pont de Ne 
mours, shows that 66.6 of all 
food purchases are based upon de 
cisions made while the shopper is 
in the market. This represents an 


increase of 14.8 over the 51.8 


ance of point of-sale advertising 
media which sell while the shopper 
is in the market 


Squirt Concentrate Utilizes 
Lo-Temp Processing 


\ new and improved Squirt con 


centrate has been perfected atte! 


SIGNS OF THE TIMES 


ot the shoppers who, in 1945, re xtonsive research and is now being 

ported that they made their deci hipped to all Squirt bottlers, a 

sions while shopping cording to an announcement by H 
These figures are significant for B. Bishop, vice-president of The 


bottlers, and emphasize the import Squirt Company, Beverly Hills, Cal 


A new application of the plastic- 
process gives this 12” x 12” sign 
vivid brilliancy night and day 
with the use of only one small 
electric bulb. It has the con- 
centrated, bright illumination of 
neon and also glows over a large 
area, making an ideal “night 
light” for after-hours when a store 
is closed. 





YOur Yo 
UR 
TRADE MARK, TRADE MARK 
HERE HERE 


Citrus Products Co., Chicago, has 
developed this 20” x 28” metal 
sign for “Chocolate Soldier” bot- 
tlers. It features the trade-marked 
Chocolate Soldier boy and the 
product crown. 








Bottles flow by gravity into the delivery mechanism, 
where a quarter-turn of the turnstile gate positively 
That's all there is to the 
Vendmaster operation. It's utterly simple! 


f 
Vendmaster operation is as simple as that! ¥ 
\ 


releases the purchase. By way of illustrating that the 


Squirt Snowball (a Squirt-and-gin 
highball) is a cool and refresh 
ing drink, pretty Pat Hall. Squirt’s 
1950 Snowgirl, poses in appropri 
ate costume. Squirt bottlers’ sum 
mer promotion on the Snowballs 
starts this month 


Write ror intormation and prices 


MASTER CORP. 


P_ 0. Box 902 Wichita, Kansas 
Phone 631311 
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your OR A Tiel e 97 You know what your trade likes. Let us help 


you develop the exact flavor that will give you 

e the greatest sales volume. There are two 

sales with your orange flavors in the broad Liquid line that 
blend exceptionally well—an Orange Juice 


Ww Ni S ci | : concentrate and a two-ounce emulsion — Both 


have been setting sales records. 


ary pa ’ By combining these oranges in your own pro- 
orange BLEND 


portions, you can readily make up your own 
orange flavor —tailor-made to suit the prefer- 
ences of your customers. 


Here's an easy way to make your oun Special 
flavor. On request, we will make up for you 
(without charge) 3 READY-TO-DRINK samples 
each of the two flavors — carbonated to your 
specifications. When you receive them, we 
suggest that you first taste them as they are, 
then try combining them in various propor- 
tions. Use individually or blend to produce 
an orange drink that will appeal to your 
customers. 


Your own special flavor can then be readily 
duplicated by blending the concentrate and 
the emulsion, in the same proportion. This test 
costs you nothing and gives you a practical op- 
portunity to increase your orange drink sales. 


eerwerraits ‘THE Liquid CARBONIC CORPORATION 


3110 South Kedzie Avenve « Chicago 23, Illinois 

ACT TODAY! Don't wait another day. Fill in the 

coupon below and mail immediately. You'll find it 
tei: 


pays to standardize on dependable Red Diamond 
Extracts for steady-selling, flavorful beverages. 


RS 


THE LIQUID CARBONIC CORPORATION 

3110 South Kedzie Avenue, Chicago 23, Illinois 

CJ Send me, without cost or obligation, Six (6) finished 
orange drink samples—three made with concentrate 
and three with emulsion. 


Name Position 
Company 


INCLUDE: Almond, Banana, Birch Beer, Cherry, Address 


Chocolate, Cream Soda, Ginger Ale, Grapefruit, 
Grape Imperial, Lemon, Lime, Lime-Lemon, Rasp- 
berry, Regal Root Beer, Strawberry and Vanilla 


City 
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modernize with a HEIL KHQ Bottlewasher 


You get clean, dry, sterile 
bottles at the filler 


4 ’ 

YR OF 
SOAKER-HYDRO WASHING 
Combines caustic-solution soaking 
with powerful hydro-pressure wash 
ing. Botules are never exposed to 


outside contamination 


MULTIPLE-TANK SOAKING 
Fx lusive compartment de sign per 
mits wider range of temperature 
control, for thorough cleansing ac 
tion. Prevents messy foaming and 


wasteful overflow of solution 


NO BRUSHES OR INJECTOR- 
TYPE SCRUBBING DEVICES 


Nothing to pass dirt from bottle to 
bottle 


1. You save time! You can wash 
splits, pints, and quarts, without 
stopping to make adjustments when 
you change from one size to an- 
other. 


2. You save labor! One man can 
keep the machine operating at full 
capacity. Accumulative bottle-loader 
lets him load continuously — he 
doesn’t have to time his movements 
with the operation of the machine. 


3. You save caustic! Pre-rinse re- 
moves loose dirt before bottles 
enter first soak compartment. Caus- 
tic lasts longer. 


4. You save water! Recirculating 
pre-rinse water saves on water. 


5. You save wear! No brushes or 
mechanical scrubbers to wear out 
and need replacing. 


6. You save breakage! Wide range 
of temperature control reduces bot- 


tle breakage. 


Heil KHQ Bottlewasher capacities 
range from 60 to 240 bottles per 
minute. Ask your Heil agent about 
a size that meets your requirements. 
Write for latest bulletins. 


tHe HETIL co. 


Dept. 2760, 3028 West Montana Street, Milwaukee, Wisconsin 
Factories: Milwaukee, Wis. — Hillside, N. J. 


District Offices Hillside, Washington, D.C., Atlanta, Milwaukee, Detroit, Chicago, 
Minneapolis, Kansas City, Dallas, Los Angeles, Seattle 
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90c IN LOS ANGELES 


(Continued trom page 16) 


cost of raw materials and opera 


ions had simply reached the point 


where we could no longer absorb 


them,” stated F. J 


dent of the 


Reitler, presi- 
company. Chain stores 


and large markets were advised be- 


forehand and it was left up to the 
judgment of distributors When and 


whom to advise on their routes 


Company reports no increase in 


retail prices because they were al- 
ready at 6c, 7c, and in 


stances 10c. The 


some 1n 
increase will elim 
inate 6 for 25¢ sales in markets, 
pushing the price to.a straight 6 
for 30c. “Weather conditions since 
the change have 


Mr. Reitler, 


uate volume, but I do not look for 


been bad,” states 


“and it is hard to eval 


in sales.” 


He emphasized 


bottlers have stood alone in 


t ‘ars in not raising 
prices He feels that consumers are 


there will 


understanding and that 


adverse consumer reactior 


vers metropolitan Los An 
with 


geles 7,000 accounts and 25 


trucks owned by distributors op 


erating as independent vendors 
Pepsi-Colk Bottling Company, 
rt Botling Company and Coc 


( onmpany have all 


96c levels for some 
Coca-Cola Bottling 
raised its prices to 9K 


1946, and while 


categorically 


com 
reTuse 

subject, it is reliably 
known that the price rise was re 
ponsible their operating at a 
modes 


ead of a conside} 


1Oss 1 it their large vol 


switch took place in Los 
most areas of the coun 


independent line 


| bottlers 


ise bottlers hesitant 


rice chang 


a-Cola Bottling plant 


In Los Angeles, how 
Coca-Cola Bottling Co 
to increase prices, but 
generally followed, how- 
several yes 


iging picture of soft 


drink prices is being currently an 
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Two things that go together 
Coke and 


COCA-COLA BOTTLING CO. OF CHICAGO, INC 





Emphasis plus on the 5c price is 
placed by Coca-Cola with this 
full page, 2 color advertisement 
which appeared in the “Chicago 
Tribune,” May 19. 





alyzed in retail circles. Editor S 
M. White of the Southern Cal 
Journal 


fornia Grocers 


wrote in 
his April issue: 

“Within the past week the Jour 
nal has been notified by several ot 
the manufacturers and distribu 
tors of soft drinks that they have 
found it necessary to increase their 
wholesale prices on their 
Manufac 


turers have delayed announcing the 


some of 


items of merchandise 


increase in the hopes that the 
United States Department of Ag- 
riculture would 


grant an increase 


In sugar imports for the coming 
year which they felt would make it 
possible for the 


price of sugar to 


be declined. However, it seems ap 
parent that there will be no change 
in the sugar quotas, and the manu 
facturers feel that it is financially 
impossible to continue their present 
prices under the circumstances 

“It seems apparent that with the 
small 


increase which 


some of the 
manutacturers are 
which like ly will be 


nouncement from others, 


announcing and 
followed by an 


it will not 


be sufficient to cause retailers to 


feel that they can increase thei 


prices to consumers. However, re 


tailers might well remember that 


the retail prices of most soft drinks 
has not been increased during the 
past ten years 


except by restau- 


rants, hotels, hot dog stands, bars 


and places where sports events are 
held, and certainly the cost of pro 
duction has been steadily increas 
ing. 

“It would seem that it is about 
time the retailers reflected some of 
this increased cost in their selling 
prices. At the same time, we are 
not unmindful that the Coca-Cola 
Company in their national adver- 
tising, from time to time, adver 
tises Coca-Cola at 5c, notwithstand 
that 
franchised distributors throughout 


ing the fact many of their 
the nation have found it necessary 
to increase their price to the re 
tailer. 

“We believe this is very unfair 
on the part of the parent Coca-Cola 
Company, and should be brought to 
their attention in a forcible man- 
ner.” 

Since more and more bottlers in 
all parts of the country are joining 
the movement to increase prices, as 
shown by our exclusive nation-wide 
survey last month, there is no ques 
tion that the example of Los An 
geles will lend impetus to the move 


ment 


New Jersey and Connecticut 
Bottlers Tackle Price-Cost 
Squeeze 

Special meetings were held last 
Connecticut and New 
an effort to find 
a practical solution to their high 


month by 
Jersey bottlers in 
cost, low-price dilemma 

More than forty Connecticut bot 
tlers gathered in New 
May 4 to hear M. J. Becker, man 
aging editor of National Bottlers’ 


launch a 


Haven on 


Gazette, vigorous attack 
on unprofitable selling prices 

Mr. Becker also spoke in support 
of more profitable pricing at a spe 
cial gathering of more than ninety 
New Jersey bottlers and plant rep 
resentatives in Newark, May 8. He 
told both the New 


Connecticut groups 


Jersey and 
that the “‘let 
George raise the price first” atti 
tude is wrong because “the othe 
fellow thinks George is you.” 

Baker, ABCB admin 
assistant, spoke at the 


Thomas 
istrative 
New 


1949 sales statistics 


Jersey meeting, regarding 





LOW) 


Better Visibility 
with Reed Applied Coldr Lettering 


/ means 


/ BIGGER 
/ SALES 


I | Seeing is buying these days when your bever- 
age is sold in self-service stores. That’s why 
smart merchandisers are packaging in Reed 
“ACL” (Applied Color Lettering) Bottles. 

With the Reed “"ACL”’ Process, your own label 
is fused into the glass itself... where it always 
stays bright and clear, through any amount of 
soaking, washing, or handling. 

Reed ‘‘ACL” Bottles are economical, too. 
Tempered under extreme heat, they have the 
extra sturdiness that keeps them coming back, 
trip after trip. 

For full details, write: Reed Glass Company, 
Inc., Rochester 11, N. Y. 





REED GLASS COMPANY, INC. 
ROCHESTER 11, NEW YORK 
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There is no better way to protect distinctive beverage 
flavor and quality than to seal with Mundet Crowns. Tops 
in service .. . tops in value. Mundet Cork Corporation, 
Crown Division, 7101 Tonnelle Ave., North Bergen, N. J. 


ET CROWNS 


COMPLETE CROWN SERVICE 


MUNDET DISTRICT OFFICES 
“ATLANTA DALLAS 1 KANSAS CITY 7, MO. 








ST. LOUIS 9 
at N.E 60! Second Avenue 28 St. L s Avenue 3176 Brannon Avenue 
“BOSTON DETROIT 21 *LOS ANGELES (Maywood) *SAN FRANCISCO 7 
t. (N smt 4401 Pre 440 Brar 


| Prairie Street 6116 Walker Avenue an Street 


*CHICAGO 16 *HOUSTON 1 : “NEW ORLEANS 16 


e Grove Avenue mmerce and Palmer Streets 315-325 N. Front Street *In Canada: 








CINCINNATI 2 JACKSONVILLE 6, FLA. PHILADELPHIA 39 Mundet Cork & Insulation 
427 West 4th Street 800 E. Bay St 


856 N. 48th Street 35 Booth Avenue, Torontc 


*CROWNS CARRIED IN STOCK 
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WHAT'S 


NEW STEAM 
GENERATOR 


A new package - type 
steam generator (Model 
No. C300) developed by 
Cyclotherm Corp., Os- 
wego, N. Y., has the ver- 
satility of being fired 
either with light oil. 
heavy oil or gas and the 
combination of gas and 
oil operation. It is avail- 
able in pressures from 


15 to 200 PSI. 








Ly 


COMPACT LOCKER 
A compact portable locker rack 
for use where floor space is lim- 
ited and low cost is a prime 
requisite, is offered by Lyon Metal 
Products, Inc., Aurora, Ill. The 
storage unit, 50° wide—18" deep 
76° high. accommodates ten 
persons. Each door is equipped 
with a built-in lock. 


NEW HAND TRUCK 


“Pak-It-Truck.” a new hand truck 
developed for delivery use by the 
American Pulley Co., Philadel 
phia, will accommodate five bev- 
erage cases. Unit has a stair- 
climber feature to enable it to be 
slid up or down stairs with ease. 
User has three handle style and 
three wheel sizes to choose from. 








MATERIALS HANDLING AID 

An electrically - operated heavy- 
duty dumbwaiter has been devel- 
oped, and is now being marketed 
by Sedgwick Machine Works, 
N. Y. C. Fully automatic and 
push-button operated, the unit 
can be installed in comparatively 
small space, involving little con- 
struction or alterations. 





J | 
INGREDIENT CONTAINER 
Available in stainless steel or 
aluminum is a low-cost “Ingredi 
ent Container’ now being mar 
keted by Glengary Processes 
Inc., Bay Shore, N. Y. Unit is said 
to be ideally suited for any job 
where portable storage under a 


sanitary, corrosion-proof, and ro 
dent-proof condition is required 
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‘TALKING AD 


A new point-of-sale advertising 
medium that converses’ with 
shoppers is the “Advox Recorder.’ 
Available from Audio Displays 
Inc., New York City. it is a com 
pact, portable unit that sits or 
hides near merchandise. It is 
tripped into action by the shop 
per, as she approaches. 





“SELF-LEVELING” DISPLAY 


A “self-leveling” display unit for 
carry-home cartons has been de- 
veloped by Lewyt Corp., Brook- 
lyn, N. Y. Self-leveling feature 
automatically keeps the cartons 
or cans at comfortable, waist- 
high shopping position. Unit will 
hold 60 cartons of 6, 7, or 8-oz. 
bottles, or 36 12-o0z. cartons. 
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POWER BELT 
CONVEYOR IMPROVED 


The Rapistan Floor- 
Veyor. Jr. permanently- 
mounted power belt 
conveyor now is availa- 
ble with a nosed-over 
delivery section, Rapids- 
Standard Co. Inc., 
Grand Rapids, Mich., re- 
ports. This feature per- 
mits easy transfer of 
materials from inclined 
to horizontal conveyor 
units, or vice-versa. 





“KRYSTALITE” 
Glo-Brite Products, Chicago, re 
ports it is now producing a wide 
variety of “Krystalite” display 
units. “Krystalite” is a new non- 
crumbling, plastic snow-white 
material, already being used by 
several national advertisers. It is 
extremely lightweight. affording 
ease of handling and setting-up. 


“PIK-NIK” ICE BOX 


Hamilton Metal Products Co., New 
York City, is marketing a new, 
lightweight portable “Pik-Nik” ice 
box. Having a four-gallon ca- 
pacity. it will keep food or drinks 
either hot or cold up to 15 hours 
with little temperature variation. 
Weighing 61/2 lbs., it retails for 
under $6. 


BOTTLE CRUSHER 


A machine that crushes broken 
bottles into a safe-to-handle, con- 
veniently stored and easily dis- 
posable salvage product is offered 
by Specialty Engineering Co., 
Philadelphia. Unit handles 6, 8, 
and 10-oz bottles, and comes com- 
plete with motor and other acces- 
sories. 





LOAD STABILIZER 

Developed by Towmotor Corp., 
Cleveland, O., is this fork-lift 
truck accessory for the rapid han- 
dling of full pallet loads of cases 
and similar multi-unit loads. The 
attachment clamps the load in 
position and permits safe, speedy 
lifting. carying and stacking of 
loads. 
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NEW PUMP 


A new addition to its pump line 
has been announced by Wate- 
rous Co., St. Paul, Minn. It is a 
direct drive deluxe model mount- 
ed on a new-type. self-draining 
sanitary base. Pump has a built- 
in 3 to 1 gear reduction which 
makes possible the use of stand- 
ard speed motors. 





TRIPLE-DISTILLED WATER 


Water which is virtually free from 
ionized impurities may be pro- 
duced quickly and at low cost 
with the “Deeminizer.” The ap- 
paratus, developed by Crystal Re 
search Laboratories, Inc., Hart- 
ford, Conn., yields up to five gal- 
lons per hour of what is equiva 
lent to triple-distilled water. 
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THOUSANDS OF 





NOW IN OPERATION 


@ Effective Point-of-Sale 
Advertising 


@ Low Cost, Easy Servicing 
@ Quickly Pays For Itself 
@ Portable--install Anywhere 


@ Beverage and Cup Cost 
Less Than 1'4c Per Drink 


@ Floor Space Only 17“x27" 
@ Coin-Operated 














ORANGE DRINK C}) 


Ce | 
: 





DRINK 


NEHI 


BEVERAGES 








PLACE YOUR SAMPLE ORDER TODAY. 


AUTOMATIC PRODUCTS 
COMPANY 


250 WEST 57th STREET 
NEW YORK 19, N. Y. 





Price: $495 F.0.8. Minneapolis 


AUTOMATIC PRODUCTS CO 
250 W. 57th St 
New York 19, N. Y 


Gentlemen: Please send me information about the Refresh-O 
Mat, the first sensibly-designed, sensibly-priced, fully automatic 
coin-operated cup drink dispenser 
NAME 
STREET 
CITY 


STATE 
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Ten of the twelve bottlers 
Charleston Co-Op in the Charleston, S. C. 
area, banded together as 
the Coastal Bottlers Assn., 
are readying plans for a cooperative vending program 
Fred A. Martschink, Jr., head of the group and owner 
of the local Tru-Ade Bottling Co., told the ‘Cooler 
Corner” that, while the co-op venture is still in the 
formative stage and a number of details remain to be 
worked out, it will feature selective equipment. Said 
Mr. Martschink: “We plan to purchase various types 
of Ideal machines and sell them outright to locations 
After a vendor is placed, it will be up to the individual 
bottler to influence the dealer to handle his particular 
brand, on the same basis as it is now with the open- 
type cooler.” Since 10 bottlers are participating in 
this program, no one machine could vend all their 
brands, but Mr. Martschink notes: “At least we would 
all have a chance to have products sold in the outlet 
at any time and would not be frozen out forever, 
as is the case with the single-flavor vendors.” In 
similar co-op programs tried in other Southern cities, 
the bottler making a vendor installation had his decal 
carried on the coin cooler, but in Charleston the 
vendor will not carry any particular brand insignia 
and will be “just a plain color.” With a tax of 1 cent 
per bottle in South Carolina, most drinks of the 10 
plants in the association sell to outlets for $1.20 a 
case, and the co-op vendors handling these preducts 
will be equipped with 7-cent coin chute. The local 
Coca-Cola plant, which is not a member of the group 
and has covered the area with single-brand vendors, 
prices its product at $1.04 a case (incl. tax), and 
Coke coin coolers are geared to 6-cent operation. Sole 
other franchise drink wholesaled at this level is Seven- 


Up at $1.05 per case 
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VENDOR ANDJCOOLER NEWS 


PLACEMENT 
FINANCING 
MERCHANDISING 
MARKETS 

costs 
SERVICING 


NEW MODELS 


Cup vendor output will 
Cap Vender Boom move into record-breaking 
high gear if the dozen or 
so machine-makers now 
active in this field execute production plans. Penciled 
in for manufacture this year are an estimated 9,000 
bulk units, ranging from 1 to 4-flavor models, and in 
cluding about 1,000 earmarked for ABC and Canteen 
operations. This forecast figure is equivalent to 50: 
of the cup vendors now on location, as 18,000 is about 
the top estimate of machines in use in this branch of 
soft drink automatic merchandising. In 1947, sole year 
for which accurate Dept. of Commerce statistics are 
available, 4,601 cup vendors (of all types) were pro 
duced. Much of the impetus behind the current boom 
in this field can be attributed to bottler interest and 
parent company plans to tap a relatively virgin sirup 
market 


Ss. & §S Products, Ine. 


S &S “Varietee” 
Vendor 


(Lima, O.) is now in pro- 
duction on its Quickold 
model of the “Varietee” 
vendor, a selective coin cooler incorporating a National 
(St. Louis) coinchanger. Utilizing a rack-type dis- 
penser, the machine can stock up to 7 different flavors, 
and holds 84 vari-sized bottles ready for vending. This 


unit features a slide-lid cabinet, with one end of the 


coin cooler locked and serving as a pre-cool compart- 


ment for an additional 3 cases of drinks. In 
the Quickold bottles slide directly from 
this storage section into the vending racks—an oper- 
ation said to take less than 3 minutes. Initial shipment 
of machines has been made to the Pepsi-Cola Bottling 


loading 
“Varietee”, 


Co. of Memphis, which is currently experimenting with 
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a 10-0z. Pepsi bottle vending at a nickel; and each coin 
cooler is equipped with a changemaker. (For those 
areas where drinks retail at odd-penny prices. the 
Varietee also comes equipped with 6 and 7-cent coin 
chutes 


Ideal Dispenser 
(Bloomington, Ill.) has re- 


Bigger “Bantam” “ ” 
Jantam 


designed the 

coin cooler, smallest unit 
in its line of selective bottle vendors. While this mach- 
ine, known as the “55B”, retains the compact cabinet 
size Which makes it suitable for sites with a minimum 
of available floor space, its 5-flavor vending capacity 
has been upped to 50 bottles. As these vendors are 
frequently spotted out of doors during summer months 
when they may be subjected to sudden showers, the 
coin unit has been made waterproof. Ideal is also in 
production on its medium and large-sized 70B and 


S00B coin coolers 


American Gas Machine Co 
(Albert Lea, Minn 


builds a line of outdoor 


New Picnic Coolers a 

camping appliances, such 
as cookstoves, lanterns, ete s now marketing picnic 
coolers. A standard model has a one-case capacity (if 
the bottles are iced directly), while a smaller unit 
carries & bottles. A feature of the latter box is that 
the cooler can be iced with cubes from a home refri- 
gerator to keep the soft drinks cold “for many hours.” 
Available for general bottler use, these portable coolers 


have been “approve ad” by Seven | p 


With a major cooler and 
Coke Drive vendor sales campaign in 

high gear, some 800 Coca- 

Cola mottlers are active in 
a }-way placement contest that finds the local plants, 
regional parent bottlers, and the national company 
all offering prizes. An estimated 7,300 plant salesmen 
are busy opening up new outlets for the red drink- 
boxes 


a 


CLUBROOM COIN COOLER 


A note of relaxation is added to the employee club- 
room of a large Sears Roebuck store in Dallas by a 
National Gas (Tyler, Tex.) Dr. Pepper vendor. Exclusive 
l-brand unit pulls nickels and spearheads the Dr. 
Pepper scles message to personnel visiting the spot 
during lunch hour and rest periods. 





Now that Beech Air Craft 
: : is in production on the 2- 
Flying Vendor Service B ? 

st flavor Vendmaster (Wichi- 
ta, Kans.) 
the Master Corp. is making aviation a key to its mar- 
keting program. Both C. M. McMullin, who heads the 


firm, and vice-president Phil Schwartz pilot Beech- 


bottle machine, 


craft “Bonanzas,” and Master has 2 crews thoroughly 
trained in vending sales and service who can be flown 
to a bottler’s plant to aid in setting up an automati 
merchandising program. In the past few months, the 
firm claims to have “started several bottlers toward 
what we think is a solid vendor program.” Over 250 
Vendmasters are reported In operation, and Master 
notes that these machines “are in locations that bring 


good year-round volume.” 


Latest city to seek conces- 


sion revenue for its sub- 


Subway Roundup 


way system from cup 

; drink vending machines is 

Boston, where the Metropolitan Transit Authority 
is considering bids for installation of some two 


dozen units in stations on its lines. Move fol- 








AMUSEMENT AREA 


Cup vendors do volume soft drink busi- 
ness in such summer spots as the Fun- 
cade, Atlantic City. N. J. board-walk 
arcade. Battery of 5 Spacarb (N. Y.) 
multi-drink machines is housed in a spe- 
cial wall-type structure and patrons can 
select 15 basic beverages or mix flavors 
to produce 20 more suggested combina- 
tions. Gag names spur impulse patron- 
age. and a typical mixed concoction is 
the Hono-Lulu (pineapple and straw- 
berry). 
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Clicquot Club’s 18 flavors give a 
franchise bottler the great advantage of developing 
a diversified line of products in a variety of packages 


ee! eee ee 2 


Yet they are all members o« a famous family. They 
all carry the same famous trade-mark. They all have 


the powerful backing of national advertising. 


Some franchise territories are open. 


Clicquot Club 


‘GUC KLEEK-O ) 
BEVERAGE 5 


Pale Dry and Golden Ginger Ales... . Sperkling Water... . Cola... . Sarsaparilla 
Root Beer .... White Soda .. . . Cream Soda . . . . Tom Collins Mixer... . Lime Rickey 


Orange Soda .... Eskimo Cooler... . Strawberry Soda... . Cherry Soda ... . Grape Soda 
True Fruit Raspberry Soda 


Clicquot Club Company— Millis, Massachusetts 
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VELVA-SHEEN 


CINCINNATI 14, OHIO 


“AFTER HOURS" 
DRIVERS’ 
DEPOSITORY 


“Very satisfactory in every 

respect ... saves time 

convenient for our 

salesmen to check in 

after office has been 
elesed.” ... 

A. Jones 


w 
Coca-Cola Bott. Co 
Greenville, S. C. 


on same side 
s On opposite side 


VALENTINE SAFE & LOCK WORKS 


FLAVORS 


THIS SUMMER MEANS REPEAT 
SALES ALL YEAR 'ROUND 


Add these profitable extracts to your sales team 


HI-Y-EE A delicious Pineapple beverage—! 10 


Tempting Black Raspberry—4 oz 
TRUE FRUIT Tantalizing Black Cherry—4 oz 


Full Line of Soda Water Fiavors. 
Write for Samples and Prices 


THE GINGER HOUSE ™ 


LA PORTE, 


INDIANA 
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lowed successful year-long test of one multi- 
drinker operated by Spacarb of New England. 

. Mechanical Merchants, which operates bulk ven- 
dors in the Chicago transit system (March “Cooler 
Corner,” p. 121), has been adding premix 300-cup 
Refresh-O-Mats (Automatic Products, N. Y.) to serve 
non-carbonated Orange-Crush to riders. ... In New 
York, two of the three soft drink vending firms active 
in the city’s subway are checking the public recep- 
tion to dime drinks with test instaliations of fruit 
juice machines, dispensing citrus, apple, and tomato 
juice at ten cents per cup. Automatic Canteen is also 
experimenting with Macy’s Private-label. “Sparkoffee,” 
a carbonated coffee soda, in one vendor geared to 
dime operation, though all other soft drink vendors 


in the underground hold to the five cent price level. 


Still another use for “pic- 
Gutities & Coston nic” coolers was unveiled 

at the recent Texas Open 

Golf Tourney in San An- 
tonio. Dressing 2 caddies in uniforms of route sales- 
men, the local Coca-Cola bottler had them carry porta- 
ble drinkboxes which were used to serve free cold 
drinks to thirsty golfers as they played around the 
course. This stunt proved an_ excellent publicity 
medium, while a special events trailer, equipped with 
cooling bins holding a 120-case capacity (see March 
NBG, p. 33) was used to sell drinks to spectators on 
the links. During the 3-day tournament, sales through 
this trailer outlet topped the 500-case mark 


In Phoenix, Ariz., the Dr 
Music and Soft Drinks — a =o 
found a profitable vendor 
locale in a _ local record 
shop, which also handles school supplies This type of 
outlet draws a goodly share of teen-age traffic, and a 


single-brand coin cooler, spottee at the store entrance, 
nabs nickels from customers who drop by to hear the 


latest In recorded rhythm 


It’s a maxim of automatic 
Sesa ‘Ws Geenatins merchandising that only 

an operating vendor can 

produce sales, and an out- 
of-order machine, besides being unprofitable, breeds 
consumer ill-will. With this in mind, the Cincinnati 
Coca-Cola Bottling Co. has launched a_ preventative 
maintenance program to keep its vending equipment 
in tip-top condition. Breaking down the causes of 
service calls on its large bottle vendor route, this 
plant found that a major cause of trouble could be 
traced to slug rejectors fouled by dirt, lint, ete. To 
meet this situation, the bottler set up a schedule 
whereby every rejector would be replaced and re- 
turned to its shop for cleaning every 6 months. Since 
the units are interchangeable, each driver-salesman 


servicing coin coolers was supplied with a specially- 
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“We expect this to be 
Our Biggest Year Yet”— 


Said Victor L. Bouchard, Newly Franchised 
Sun Spot Bottler of Belfast, Maine 


Said Victor L. Bouchard, Very 
Happy Sun Spot Bottler of 
Belfast, Maine 


A PROPHETIC TESTIMONIAL 


On July 23, 1949 Mr. Bouchard sent us 
the following letter: 


Gentlemen: 

Sun Spot has taken its place most favorably in 
our trading area. Many of these accounts carry 
nationally advertised and long established fran- 
chised orange drinks and Sun Spot has been most 
successful in not only “getting in," but is repidly 
advancing to a po'nt where | know it will control 
this market. We expect this to be our biggest year 
yet 

Very truly yours, 
Victor L. Bouchard 
Belfast Beverage Co. 


At the end of the year we 
wrote and asked Mr. Bou- 
chard if 1949 had been his 
“biggest year yet.” 


He answered, “It was!’ And that’s 
the answer—the Sun Spot answer 
—to any bottler’s problems ... 
anywhere. 


Bottlers who are interested in fortifying their competitive position can find out how to do so, 
by writing for franchise information to: 


SUN SPOT COMPANY OF AMERICA 
1520 Ridgely St., Baltimore 30, Md. 
June, 1950 
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If high distribution costs are cutting your profits, And Dodge trucks are ‘*-Job-Rated” to carry bigger 
you need trucks built for fast, low-cost hauling. payloads, too. This means that you can haul more 


You need Dodge ‘-Job-Rated” trucks. cases on each trip. 
Dodge trucks are ‘*-Job-Rated” to turn shorter, park 


easier. You can back them into narrow spaces for Ask your Dodge dealer to show you a truck that 
loading and unloading. And each has a “‘-Job-Rated”’ will break your distribution bottleneck. He’ll show 
engine for power to spare —with maximum gas and you a Dodge truck that’s “-Job-Rated” to fit your 


oil economy job and slash your hauling costs! 
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built plywood kit, measuring 6 in. high, 11% in. 
wide, and 814 in. deep, in which 6 clean rejectors can 
be carried. Twice a year the routemen replace these 
units, at the rate of half a dozen coin coolers daily, 
a task that can be performed in 2 minutes on the 
average machine. Dirty rejectors are returned to the 
plant shop for cleaning, and the plant reports that 
this program has cut service calls from this source 
to a minimum. 


Taking a leaf from a tobac- 
VP /MMM for Dr. Pepper co ad, Dr. nveeer has 

come up with a new auto- 
matic merchandising  slo- 
gan: VP MMM or “Vendor Placement Means Money 
Magic.” With the parent company sponsoring a place- 
ment prize contest for plant driver-salesmen, center- 
ing in the 1-flavor SelectiVend (Kansas City) 2 and 
1-case coin coolers, W. W. Clement, general sales man- 
ager, recently pointed out that a vendor will not only 
produce greater sales in the route outlet itself, but 
throughout the entire neighborhood. As an example, 
he notes that a machine in a school site boosts daily 
on-premise volume to pupils, while the youngsters 
patronizing the vendor will also ask their parents to 
buy the drink for home consumption; and call for it 
“at the ball game, at the theatre, and at the numerous 
other places they go.” At a recent meeting of the 
parent company officials and Dr. Pepper zone man- 
agers in Kansas City, this group visited the Selecti- 
Vend factory to familiarize themselves with the con- 
struction and servicing of the S-48 and S-96 one- 


brand coin coolers 


As an optional feature for 
its new 4-flavor 1000-cup 
Spacarb’s Selecto-Carb cadet, toh “A 
(N. Y.) recently unveiled 
its new Selecto-Carb, a device permitting two differ- 
ent carbonations to be utilized in the same machine. 
With this development, both high and low carbonated 
beverages can be delivered from the same multi-flavor 
cup vendor, enabling the bottler to serve franchised 
sirups at exact parent company specifications. Two 
settings of the Selecto-Carb range up to 4 vols. of 
CO2, and u cola, for example, can be dispensed at 3.5, 
while other drinks, such as a fruit flavor, can be 
vended at a palatable 2.5, etc. Designated as the 
4D51, the Spacarb cup machine also serves non-car- 
bonated selections, and can incorporate a hot drink 
attachment. With current production well under way, 
better than 1,000 of the four-drinkers will be built 


this year. 


Replying to a query on 
, cup machines at the annual 

t 3 ’ 
In The Vending Chute Pepsi - Cola stockholders 
meeting in Wilmington, 
Del., president Alfred N. Steele stated that 
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VENDOR PUSHES PEPSI 


Six cases of Pepsi-Cola per 
day is the average score for 
this dual selection Vend- 
master, housed in a Cleve- 
land factory. Machine is one 
of a route of 20-odd vendors 
spotted in top traffic sites 
by Beverages, Inc., Cleve- 
land Pepsi bottler. 


SMALL SPACE VENDOR 


With a minimum of floor 
space available in this 
Canton, O. service station, 
the Canada Dry Bottling 
Co. tailored the coin cooler 
to the site by installing a 
compact Ideal “Bantam.” 
Selective unit offers motor- 
ists a choice of Hi-Spot, 
Spur. Canada Dry Ginger 
Ale and flavors. 





the company will cultivate this market “very 
vigorously” ... Kickoff city in the Natl. Auto- 
matic Merchandising Assn.’s (NAMA) publicity 
program to tie in vending with local Community Chest 
drives was Rochester, N. Y., where imprinted cups 
dispensed by soft drink machines carried the Red 
Feather and “Everybody Gives, Everybody Benefits” 
slogan of the charity drive. .. . Coin coolers at Haskell 
Institute (Lawrence, Kans.) vend 350 cases of drinks 
per month to 800 students at the college. . . . Nehi 
bottlers have aimed a vendor placement drive at movie 
houses, centering in the 300-cup pre-mix non-car- 
bonated Refresh-O-Mat (Automatic Sales Co., N. Y.) 


...In line with its policy of “schooling” bottlers using 
its equipment, National Rejectors (St. Louis) has 
had a factory-trained engineering crew visiting East- 


ern plants to provide rejector and coinchanger “know- 


how”... . Vernor’s Ginger Ale is now being dispensed 
in Detroit via a route of 25 Spacarb (N. Y.) and 

A survey by the 
Paper Cup & Container Institute of supplementary 


feeding practices in plants with under 1,000 employees 
turned up one New England factory where cup ven- 
dors earn an average of $200 monthly in commissions 
for an employee fund. . . . O-So-Grape bottlers are 
using selective coin coolers to dispense their varied 
line. . . . Cole Products Corp. (Chicago) is planning 
Canadian production for its 3-flavor cup machine... . 
Western Bottling Co. is using Lyon (N. Y.) 1400-cup 
machines in Spokane to vend Mission Orange and 
Pepsi-Cola. 





TASTE APPEAL—It is a tip-top delicious, full-bodied 
blend of fruity flavors . . . truly tops in refreshing drinks. 


EYE APPEAL —It is a sparkling colorful beverage that in- 


vites them to buy. 


SALES APPEAL—lIts favorable consumer acceptance 


makes South Seas a year-round profitable seller. 


Quality in Flavor Since 1835 


Inquire “-anchise Rights now 


while some territories are still open. 


I EXTRACT CO.., Inc. 
Bush Terminal Building No. 10 


Brooklyn 32, New York 
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Success Formula: 


EXPERIENCE -:- PLANT -:- QUALITY 





@ounmemonanne its thirteenth 


year as an exclusive Double-Cola 
bottling plant, and the lengthy ser- 
vice of some of the members of the 
firm and staff, service pins were 
awarded by C. D. Little, president 
of the parent company, to the Kest- 
ing Bottling Co. of Evansville, Ind., 
at a recent banquet. The entire 
Kersting organization attended the 
affair 

The five men with the longest 
record of service with the Kersting 
plant and who were duly honored 
were Henry F Kersting, 30 
years; Wade Willis, 27 years; Ray 
E. Kersting, 23 years; Woodrow 


Jackson, 15 years, and Charles 


Pictured here is the plant of the Kersting Bottling Company of Evansville, 
Indiana, bottlers of Double-Cola. 





Connor, 15 years. 


The plant has been in operation 


for 36 years, starting in March, ily. Volume has grown from 80,000 


1914 as a stock company. Today, 


it is a closed corporation, with all 


ts 


RECOGNITION FOR SERVICE 


The entire Kersting Bottling Company organization attended 
a banquet and ceremony during which Double-Cola service 
pins were awarded to those who had served the plant for 
five years or more. Pictured above are (standing, left to right) 
Coleman Tyler, Robert Ashley. Carl Boekenkroeger, Jr., Carl 
Boekenkroeger, Sr., Pat Tabb, Clarence Alford. Woodrow 
Jackson, John Lambert. Robert Schoenbachler, Charles Raw- 
lins, Charles Webster, Eugene Webster. Charles Connor. 
(Seated, left to right) Clarence Ross, Wade Willis, Willard 


cases in 1914 to over 500,000 cases. 


Originally, Chero Cola was bottled, 


stock owned by the Kersting fam- as well as flavors. Since then, at 


various times, the Kerstings have 
bottled Nehi, Dr. Pepper, 7-Up, 
and Whistle. Since 1937 it has been 


BA 


Woodside, Eugene Hempiling. Mary Koehler, John Newhouse, 
Henry F. Kersting. Claude Meyer. C. D. Little, Edward Dolan. 
Charles Mathis, Dugan Fuller, Ray E. Kersting, Albert Schenk, 
Cecil Goldman, Ann Luebbehusen, Robert Salat, Leroy 
Fisher. At right. C. D. Little (right), President of The Double 
Cola Company is shown here presenting a service pin to 
Henry F. Kersting, President (center) who has been a bottler 
for 30 years and Ray E. Kersting. Executive Vice President, 
who has been in the business for 23 years. 
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Left—Shown here is a section of the bottling room of the right—the loading and unloading section of this fine, modern 
Kersting Bottling Company of Evansville, Indiana. At the plant. 





an exclusive Double-Cola operation fourteen in sales work, eleven in production process will be made 

with a territory consist production, three in administra completely automatic this fall with 
ing of six counties, five in south tion and two office workers the installation of a soaker feeder 
ern Indiana and one in Kentucky Presently operating a complete and case loader. 

The modern, up-to-date plant Liquid 40 head filler and sixteen All forms of advertising are 
services a population of approxi- wide soaker, with a capacity of 350 used, including point-of-purchase, 
mately 285,000, operating 11 route cases per hour, the firm is contem tackers, roof constructions, road 
trucks, and nine sign, pick-up and plating a 50x 100 storage addition signs, painted walls, radio and 


pare trucks. Its staff totals thirty for bottles, cases, Sugar, etc. The newspapers 


AMERICA’S FINEST BEVERAGE COOLERS 


Three sizes in each swer for fast, low-cost, 
model...capacity trouble-free cooling... 
range from 5 to 50 Write for literature 
cases, here is the an- and complete details, 


MODEL B... Wet-Dry Cooler The B EVC Oo Company, Tue. MODEL DB... Dry Cooler 


4,5,6 fr. 3316-28 So. B'way. © St. Louis 18, Mo. 6, 8, 10 Ft. 


CHOICE OF THE TRADE IS THE “BEVCO MAID” 


=e SWANEE FLAVORS = Multiplex “scer* Dispensers 


HELPS YOU PRODUCE 
BETTER TASTING, FASTER SELLING BEVERAGES For BARS and TAVERNS 
@ GRAPE e LEMON e ORANGE Fresh Carbonated Drinks 
e GINGER ALE e ROOT BEER @ STRAWBERRY COLA 
e CREAM SODA @ LEMON-LIME LEMON 
@e SHAMROCK LITHIATED LEMON GINGERALE 
SELTZER 


JO-JO & SWANEE CHOCOLATE < SPEEDS. SERVICE 
Begin bottling our chocolate now , INCREASES PROFITS 
ELIMINATES BOTTLES 


; BOB'S co co INC Write for Folder and Prices 
- LA 7 . , . , " T . wy ‘ » T y 
T 867 LEEST..S.W. ATLANTA. GA ML LTIPLEX I AUCE I COMI ANY 
E Replies West of Mississippi address to 4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 
NOW 1127 Eyes tate org Tones Manufacturers of Beverage Dispensers for 45 Years 





WwW Keep winter sales high 


R 





MHDS 


Cr) 
VY 
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aS Cherry Blossoms, leader in the Cherry ARTIFICIAL COLOR 


June, 1950 


ANO FLAVOR 
field for more than 35 years, we have added 


two distinctive flavors which complete our 
line of Cherry Drinks. Black Cherry is a de- 
lightfully new, ¢rue-fruit product destined to 
attract the tastes of many. Wild Cherry is 
another Blooming Good flavor available 

in single and double strengths. 


Choose either Cherry Blossoms, Black 
Cherry or Wild Cherry to build greater 
volume at an attractive profit. 


ARTIFICIAL COLOR 
AND FLAVOR 


, MO. 


Licker ee 
_ rea! * 








ms 


TOGETHER—WE CAN DO IT 


. A most substantial margin of profit. 


Are you now selling franchised drinks? Are 
you interested in the solid advantages of plus 2. Strong advertising backing 


sales without extra overhead ottered by a : a F 
ie , : . The finest name in soft drinks, with 
nauonally known ginger ale and sparkling i" au 
ee established consumer recognition. 
water? Then White Rock offers you a once- 


in-a-litecime franchise Opportunity down-to- . Scientific quality control. 


earth help in your territory . A world-renowned trademark. 


phone or wire Alfred Y. Morgan, 


) } 
if hes thet P dp atiw 4 jy 
/ ed principal fre covdldily ii 


Vice Prestdent and General Manager, White Rock Corporation 


¢ Park frenne, New York City elephone MUrray Hill 4-3210 


hife Rock 


Sparkling Water - Pale Dry Ginger Ale 
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BRAND NEW * 
"5 WIDE” HERMAN 


BOTTLERS’ BODY 








MORE CASES J 
The New HERMAN 5-case wide Bottlers’ ON SAME 
Body is now available. 10, 11 and 12 cases long A 3 


(4 and 5 cases high). 


CHASSIS 


It’s another first by HERMAN — the biggest name in 
bottlers’ bodies . . . another big improvement in body 
construction. It offers more pay-load capacity on the 





same size chassis. This means your driver salesmen 
can SELL MORE beverages each trip . . . make more 
money for you. 


Added to the other HERMAN advantages of All-Steel 
. . . All-Welded construction . . . Industry Designed 
Styling ... and Streamlined Beauty it makes HERMAN 


: GET THE FACTS! FILL IN 
the best buy in Bottlers’ Bodies . . . by far! 


AND MAIL COUPON FOR 
BUY THE BEST FROM THE LARGEST BODY BUILDER SEARED Sec TION. 











Please send me literature on the new — 
HERMAN Bofttler’s Body 


Name and Title 














Firm 


HER MA ste) >» 4 co. Address _- | 
4400 CLAYTON AVE. - SIE LOUIS 10, MO. City____- 
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ND two big reasons for the long, trouble-free 

operation of Norton Labelers are: (1) The re- 
liable, time-proven Oslund design; (2) Norton pre- 
cision manufacture. 
In the Norton Automatic Labeler you get the bene- 
fit of Norton Company's 49 years’ experience in 
building precision grinding and lapping machines 
to extremely close limits both for dimensional ac- 
curacy and surface finish. 

NEW MOVIE AVAILABLE 

A new sound and color motion picture dem- 
onstrates graphically the design and con- 


struction features of the Norton Labeler— 
write for information. 


NORTON COMPANY 
Worcester 6, Mass. 





NORTON 


AUTOMATIC LABELERS 





Abrasives . Grinding Wheels - Grinding and Lapping Machines - Refractories - Porous Mediums "Non-slip Floors - Norbide Products - Labeling Machines 
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LESS WEAR ON HOPPERS AND CHUTES 
WITH ARMSTRONG’S NEW HI-SPEED CROWNS 


You save both downtime and 
money with less frequent re- 
pairing or replacing worn-out 
machinery when you use Arm- 
strong’s Hi-Speed Crowns. Because Arm- 
strong’s new Hi-Speed Crowns have no burr 
on the underside, they cause less friction 
and scraping of crowner hoppers and chutes. 
This exclusive construction permits a more 
even flow, with a lot less friction on high-speed 
bottling lines. You'll have less dust in your 
crowning machines; far less scratching and 
marring of crown decorations in transit, in 
handling, and in your crowner. What’s more, 
with the burr removed from the underside, you 
get considerably fewer hang-ups in crowner 
chutes, less shutdown time on your lines. 
Plan to start using Armstrong’s new 
Hi-Speed Crowns soon. They’re available 
immediately at no extra cost. In any 
quantity! For further information write direct 
to Armstrong Cork Company, Glass 
and Closure Division, 6306 Prince 
Street, Lancaster, Pennsylvania. 


WEST COAST REPRESENTATIVE JOHN MULHERN CO., 
175 13TH ST SAN FRANCISCO 3, CALIF 
3236 UNION PACIFIC AVE LOS ANGELES 23, CALIF, 


116 STH AVE NORTH, SEATTLE 93, WASH. 
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" 


NO BURR ON UNDERSIDE 


The diagram (left) shows how the burr on the skirt edge has 
been eliminated on the underside of the Hi-Speed Crown. 
Compare this to the diagram (right) which shows the old-style 
formation with the burr on the under edge. 





THERE’S A SOURCE OF SUPPLY 
NEAR YOU 


ARMSTRONG’S CROWNS 





Gp 


7] 


EVERY 
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Address: 270 Madison Avenue, NEW YORK 
16; 3641 So. Washtenaw Avenue, 
CHICAGO 32; 735 Battery Street, SAN 
FRANCISCO 11; and other principal cities. 
In CANADA: Meredith, Simmons & Co., 
Ltd., TORONTO and MONTREAL. In 
ENGLAND: National Adhesives, Ltd., 
SLOUGH. 


OF ADHESIVE EUR 


& Vv-E RY 


National’s “Successfu! Bottle 
Labeling” handbook — which gives 
full details of modern labeling 
practices — has been approved 

by leading manufacturers 

of labeling machines, 


labels and containers. 


INDUSTRIAL USE 
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A BRILLIANT 
PERFORMER 


In almost every state of the nation, franchised 


SUN CREST Bottlers are enjoying steady vol- 


ume, good profits. Now, more people than ever 
before are drinking SUN CREST. 


The brilliant SUN CREST package and its 
delicious, high quality orange flavor mean busi- 


ness for our bottlers. 


The 1950 advertising and sales promotion pro- 
gram for SUN CREST is bigger, more brilliant 
than ever. 


If you’re looking for a brilliant performer to 
help your volume . . . investigate SUN CREST. 

















Keanlint 


BEVERAGE MIXERS “It pleases 


ing Sones ME to write this | 
ae, : the Pleasure . 
Sine “4 Use _Your aa 
e ban 
Z, : j A g — “y been able © Sater 
on. = ” doing So, pi : 
nena Paid for itself jn the “cs ‘ 
© past sj 
EAGLE S : 
OFT 
So. M i 


ilwaukee 


NK IN 
wee 


ALL SIZE BOTTLES 


Keenline Mixers keep the liquid constantly in a 
REVOLVING motion for THOROUGH MIXING. 


Floating Star Infeed allows the bottles to enter 
the Mixer ONLY when the pockets are in a re- 
ceiving position. 


A Slip Safety Clutch stops the machine automat- 
ically when undue pressure is exerted and pre- 
vents bottle breakage. 


Keenline Mixers give you Thoroughly Mixed UNI- 
FORM Products. 


LUBRICATED 


: ; , Self-Aligning Bearing 
Installed in Your Plant For Conveyor Line 90° Turns 


The KEENLINE SEALMASTER Self-Aligning Sealed-In, Ball Bearing Unit is permanently lubricated 
at the time of manufacture, and is guaranteed for the life of the bearing. No grease can come 
in contact with the Conveyor chain, which means cleaner merchandise. Housing is of cast alumi- 
num, practically rust proof. 


The KEENLINE SEALMASTER Bearings eliminate the application of live steam or a mixture of 

carbon tetrachloride and naphtha for cleaning the chain at regular intervals. Patented, thor- 
oughly tested, and can be applied to different size shafts for 
replacements on 90° Turns in some existing Conveyor line: or 
where the sprocket is locked to the shafts that turn in the 
bearings. Prompt delivery. 





DISTRIBUTORS KEENLINE CONVEYORS 


Ask these distributors to show you this 


new bolibearing unit: Designed for economical trouble-free bottle transfer. Construction 


Chicego 16, Ill., Export also 
Southern Beverage Mart—Atianta, Georgia 
Northwestern Extract Co. 

214 No. Broadway, Milwaukee 2, Wis. 
William L. Tobias —3508 Jackson Ave., El Paso, Texas 


rides on top of the channels with the return chain concealed for 
cleanliness and safety. Aluminum brackets are used for fastening the 
guide bars to the Conveyor and are adjusteble two ways to compen- 
sate for large and small bottles. Whitney chain is used exclusively. 
Available in any desired length and easily installed. 


Buckner Equipment Co—2532 Se. Wabash Ave | consists of two formed channels separated by dividers and the chain 


SEND FOR FOLDER 7-B or write, wire or phone for Keenline 
FREE ENGINEERING SERVICE—Stanley 2038 


KEENLINE EQUIPMENT COMPANY 


OSHKOSH UALS LED 
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ARIZONA 


J. R. Fitzpatrick has been ap- 
pointed general manager of the 
White Rock Bottling Co., Tucson 
...Dr. Pepper Bottling Co. of Tuc- 
son has been purchased by J. H. 
Rowsey and C. T. Ferguson. Latter 


will manage the operation. 


ARKANSAS 

J. B. V. Terry was recently 
named sales manager of the 
Whistle-Vess Bottling Co. at Little 
Rock. 


CALIFORNIA 

Western Beverage Corporation 
has assumed ownership of Peter 
Pan Bottling Co. at Santa Barbara. 
Plant was formerly owned by H. R. 
Hogaboom and J. R. Radford... 
Kist Bottling Co., Redwood City, 
is now serving the territory for- 
merly serviced by the Kist Bottling 
Co. of Santa Clara...The partner- 
ship of Donald Cummins and Clyde 
A. Bowman in Bowman’s Bever- 
ages, at Chico, has been dissolved. 
Mr. Bowman will continue the busi- 
ness as Bowman’s Beverages and 
the Squirt Bottling Co. 

Pioneer Beverages, Oakland, op- 
erated by Joseph and Harold Lang, 
has been granted a Mission Orange 
franchise... Gremlin Products has 
been incorporated at Stockton, with 
a capital stock of $75,000. Con- 
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PLANT STRESSES EFFICIENCY 


One thousand cases of Seven-Up can be unloaded and re-loaded in a 
semi-truck in 35 minutes at a special ramp provided in the new home of 
the Seven-Up Bottling Co., Clinton, Ia. The structure also features a sub- 
merged truck bay accommodating four route trucks. 





PLANT PARTY 


More than 100 employees and their guests were present at the recent 
twelfth annual banquet of the Golden Age Beverage Co., Akron, Ohio. 
Highlights of the affair were the presentation of service awards and a 
brief discussion of merchandising plans by firm president Julius Darsky. 











nected with the firm, which will pro- 
duce orange drinks, are G. E. Moore, 
Velma E. Lisher and John Zucker- 
man...Nesbitt Bottling Co. El 
Monte, is now under the ownership 
of J. R. Richardson. . . Allessandro 
Maffei, a bottler for 31 years, re- 
cently sold the A. Maffei & Co., 
Stockton, to Frank Towne. 


FLORIDA 


Homestead Bottling 


Co., Homestead, has resumed busi- 


Coca-Cola 


ness activities under the manage- 
ment of T. G. Buckner, Jr. Mr. 
Buckner’s father managed the plant 
before it closed in 1927. 


GEORGIA 


Royal Crown Bottling Co., 
Athens, has been purchased by Ama 
Boydson. The 


latter will manage the operation. 


L. and Horace E 


ILLINOIS 


Roscoe D. Long, a chemical engi- 
neer and research chemist for the 
past 27 years, is the new owner, 
president and general manager of 


the Averill Bottling Co., Decatur 
J. Wayne Averill was the former 
owner. 


IOWA 
Robert F. Von Gillern is head 
of the newly-organized Canada Dry 





GET TOP SANITATION RATING 


Members of the production crew of the Dr. Pepper Bottling Co., of Wins- 
ton-Salem, N. C., which recently received the highest rating of any bot- 
tling plant in N. C. from the State health department. pose proudly for 
the photographer. Frent. left to right: production manager Fred Thomp- 
son, C. Hancock, W. L. Stafford, J. Shouse. Back: G. Mitchell, G. Muldrows, 
W. Lindsay, R. Parker. Owners of the plant are Joe and Tom Rice. 





HESSE “5-Wide Beverage Body” 


Delivers the Goods...at less cost per load per mile 





Delivery is Simple 
We deliver at your con- 
venience. You save time 
and expense by ordering 
truck chassis from your 
local dealer and sending 
specifications to us for 
mounting and handling. 
We will deliver fully- 
equipped unit to you — 


* Pat. No 
2,495,447 





or hold to be picked up 
by your man. 





“Distinctive Truck Bodies 
for Over Half a Century” 


102 


V Faster Loading & Unloading + tow root height 


assures complete accessibility. 


V Greater Payload Capacity + 250 cases. Functional 
design provides balanced weight distribution. 


VY UnderDek”* Doors « Save drivers time and energy, con- 
serve space, eliminate working hazards. 


Model No. 5254 


Write or wire today for Complete Information and Prices. 


HESSE CARRIAGE COMPANY 


KANSAS CITY. MISSOURI 


SALES OFFICES 
51 E. 42 St., New York 17,N. Y. 
141 W. Jackson Bivd., 
Chicago 4, Ill. 
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Bottling Co., Des Moines. Plant will 
operate in the central Iowa terri- 
tory. 


KANSAS 


A $10,000 remodeling program 
that will triple the facilities of the 
Dr. Pepper Bottling Co., Great 
Bend, is near completion. Don Welt- 
ner, Jr., is manager of this plant... 
Dr. Pepper Bottling Co., Arkansas 
City, has recently installed a Liquid 
Carbonic washer and an 18-spout 


filler. 


KENTUCKY 

W. H. Brewer is the new owner- 
manager of the Dr. Pepper Bottling 
Co., of Corbin. H. G. Brewer, the 
owner’s brother, will be in charge 
.Grapette Bottling Co. of 
Bowling Green has increased its 
stock 


of sales... 


capital from 


$50,000. 


$25,000 to 


LOUISIANA 


ng COMPANY 


+ 
eypereessvereeeee™ 


TRUCKIN' ON DOWN 


Louisiana Coca-Cola Bottling Co., 
New Orleans, has increased its au- 
thorized capital stock to $3,000,000 


INSURANCE 


At A Saving for Bottlers 
For 50 Years 


Through lower rates and cash savings 
returned at expiration of policies, bot- 
tlers are now saving up to 40% on the 
usual cost of their insurance and they 
get guaranteed protection suited to 
their particular needs. Ask us about it. 


Amu 
mnne crt FEF EES 943. : 





— So 


T 


Top—Seven-Up Bottling Co., Napoleon, O., has added these five new 
trucks to its delivery fleet. They feature five-case wide, 240-case capacity 
beverage bodies. Below—Double-Cola Bottling Co., Dyersburg, Tenn., re- 
cently expanded its fleet to six trucks. R. B. Evans is manager. 





THE MILK TANK LEVELOMETER 


. 


THE MODERN APPROVED DIAL TYPE 
REMOTE READING TANK GAUGE 


INDICATES LIQUID LEVEL 
AT A GLANCE 


isy to read, sanitary gauge can help you t 


ease your net profit by enabling you 


TO ACCURATELY CHECK 
YOUR DELIVERIES uw 
YOUR WITHDRAWALS 

YOUR INVENTORY 





For prices and complete information write 





BRUCE DODSON & COMPANY 


28th and Wyandotte e Kansas City 10, Missourt 


THE LIQUIDOMETER corp. 


| 36-30 Skillman Avenue, Long Island City 1, New York * Phone STillwell 4-1440 
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MAINE 

Dennis Bottling Co., Ellsworth, 
has added a 4-compartment, 8-wide 
Meyer Dumore washer to its equip- 
ment line. 


MASSACHUSETTS 

John P. Swank, president-treas- 
urer of the Seven-Up Bottling Co. 
of Worcester, Inc., has announced 
the promotions of O. M. Boucher to 
production manager, A. F. Hamel 
to sales manager, and Mrs. M. S. 


Tessier to office manager. 


MICHIGAN 

Silver Springs Water Co., De- 
troit, has recently installed a Meyer 
Dumore filler and crowner, and a 
Meyer Syn-Cro-Mix unit. 


MINNESOTA 
Queen City Bottling Co., Vir- 
ginia, Minn., has been granted a 


Dad’s Root Beer franchise. 


MISSISSIPPI 
Double-Cola Bottling Co., Me- 
ridian, has added B-1 Lemon-Lime 


to its line. W. H. May is manager. 





G00 


PLYMOUTH 


Wotidde Change 


For—BOTTLED DRINKS 
Plain or Carbonated 


Made from fresh, vitamin-full, sun-sweet oranges. A high 
quality concentrated orange beverage base for refresh- 
ing, healthful bottled drinks. Easy to use and standardized 
for sugar, citric acid, stabilizing vegetable gum, orange 


oil, Vitamin C and color. 


MR. BOTTLER: Here is your economical base for fast- 
selling bottled drinks. Shipped in cartons of 6-96 ounce 


containers. (4!/2 gallons). 


TASTE WILL TELL. . 


> PLYMOUTH 


CITRUS PRODUCTS 


OOPERATIVE 
PLYMOUTH 


ORANGE . 
DRINK!” | 


FLORIDA 


BRAND 


. AND SELL! 


Write for 
detailed 


information 





MISSOURI 


Central Beverage Co. of Kansas 
City, National Bottling Co. of St. 
Louis, and Carnation Bottling Co. 
of Mount Vernon, were recently 
granted Double-Cola franchises... 
Paul S. McGinnis is the newly-ap- 
manager of the Royal 
Crown Bottling Co., Kansas City. 


pointed 


NEVADA 

Franchise for Royal Crown Cola, 
Nehi and 
the Reno, Nevada area have been 
granted to Richard Gantt. The plant 
is located at 318 Spokane Avenue. 


Par-T-Pak beverages in 


NEW JERSEY 


H. G. Degenring, Inc., Red Bank, 
bottlers of Club Royal Beverages, 
have recently installed a 3 compart- 
8-wide Meyer 


ment, Dumore 


washer. 


NEW YORK 


Rochester Ice, Inc., Rochester, 
has taken over the bottling and dis- 
tribution of Royal Crown Cola, Par- 
T-Pak Nehi 


nine-county Rochester area. Avery 


and Beverages in a 


E. Gillette, formerly a special rep- 
resentative of the Nehi Corp., has 
been named manager of the opera- 
tion. 


50-YEAR EMPLOYEE HONORED 


A faithful route employee of the 
Saratoga Springs Vichy Co., Sara- 
toga Springs, N. Y., for the past 
fifty years, Clarence Cromwell, 
left, is presented with a television 
set “for helping the company 
grow from its modest beginning 
to its present size.” Presentation 
was made by Dudley G. Lester. 
right, president of the company. 








National Bottlers’ Gazette 








NORTH CAROLINA 


New plant for Seven-Up Ashe- 
ville Co., Inc., in suburban Biltmore 
has been completed. The building 
features tile flooring in the sirup 
and bottling rooms. Equipment in- 
cludes a 28-spout filler and a 12- 
wide, four-compartment soaker. M. 
L. Tipton is president... New plant 
of the Coca-Cola Bottling Co. of 
Kinston has started operations. Bill 
Hines is vice-president and general 
manager of the organization. 


OHIO 


Mrs. Thelma M. and W. F. Pat- 
purchased the Nehi 
Bottling Co. at New Philadelphia, 
from R. K. Beck and J. D. and C. F. 
Kling. 


terson have 


.A 6-compartment, 16-wide 
Meyer Dumore soaker has been in- 
stalled by the James Vernor Co., 


Cleveland. 


OKLAHOMA 

King P. Aitkin has installed a 
separate production line for quarts 
in his Canada Dry Bottling Co. at 
Oklahoma City...H. H. Thompson 
has purchased the B-1 Bottling Co. 
of Tulsa from Earl Chandler and 
Ray Masters. Mr. Thompson will 
manage the operation. ..Seven-Up 
Bottling Co. at Shawnee, managed 
by J. W. 


operations. 


Salisbury, has started 


started on a 
$600,000 plant for the Tulsa Coca- 


Cola Bottling Co. Frank N. Batsell, 
president of 


Construction has 


the Tulsa operation, 


also has interests in Coca-Cola 
plants in Waco, Texas and Kansas 


City, Missouri. 


OREGON 


cently began the bottling and dis- 
tribution of Whistle...Nehi Bot- 
tling Co., Farrell, has been pur- 
chased by J. R. and J. A. Schmidt. 
Latter will manage the operation. 


SOUTH CAROLINA 
The Bowling 
Bottling Works, Inc., Columbia, re- 


Green Coca-Cola 
cently purchased a 350 by 450 foot 


lot as the future site of a new 


plant. 


TENNESSEE 
J. H. “Corky” Corbitt, formerly a 
Dr. Pepper Co. zone manager, has 


become a part owner in the Dr. 
Pepper Bottling Co. at Nashville. 


TEXAS 

The Coca-Cola Bottling Co. at 
Waxahachie will be closed for four 
months while a new bottling room, 
garage, and loading dock is being 
erected. The Waxahachie territory 
will temporarily be serviced from 
Dallas. . 
aging the Grapette Bottling Co. of 
Brownwood. 


UTAH 
Mission Orange Bottling Co. will 


.Glen Tongate is now man- 


MarBert Cora and M-P Cuerry COoLa are reasonably 
priced to insure your profit without sacrifice of quality. 


Their taste appeal insures repeat business. For just 


$1.00 we'll send you a full gallon of syrup* 


ready for bottling. Bottle it; sample it, test it on dealers— 


you'll be convinced. Use the coupon to order. 


YOU CAN'T BUY BETTER CONCENTRATE 


MarBert Coua 


MARBERT PRODUCTS, INC., 19 E. Lombard St., Baltimore 2, Md. 


available for tria 
erry a are 


nly to bottlers in U. S. and Canada. MarBert Cola 
regularly sold as concentrate 


Mission Orange Bottling Co., As- Sig 
toria, will move into a new plant r == ee ae ae oe Le oe ee ee ee ee "7 
shortly. Edwin and Noah Treharne 
MARBERT PRODUCTS, INC., 

19 E. Lombard St., Baltimore 2, Md. 


Here's your dollar, send a gallon of the flavor checked 
and information on prices to: 


are co-owners of the firm. C) MarBert Cola 
[] M-P Cherry Cola 


PENNSYLVANIA (Check here} 


Nehi Bottling Co. of Johnstown Peis 


Company 


G. J. 
and T 
manage the 
Bottling Works, Wilkes-Barre, re- 


Edkins, Jr.; C. G. Lisowitz, 


Bagnato. W. J. Address 


Lane will 


operation. . . Crystal City Zone State 


t 
i 
a 
was recently purchased by Messrs. | 
5 
i 
Z 
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Chemicals you live by 


DIAMOND 
TECHNICAL 
service 


YOUR DIAMOND TECHNICAL SERVICE 
man can help you determine which of 
these washing compounds will do the 
best and most economical job. His serv 
ices ore free. His ability is unequaled. 
Call for a checkup today and take ad 
vantage of DIAMOND'S superior line. 











DIAMOND’S 


BIGGER, IMPROVED LINE! 


All over the country special trouble cases, special washing 


swroblems, are reported on by our Technical Servicemen. 
I I : 


DiamMonp ALKALI has been compiling these troubles, analyzing 


and solving them. And here’s where you can cash in—out of 


our trouble shooting comes this broader and improved line. 


NEW B B ALKALI 

This new washing compound 
stands midway in our line for 
conditions that call for a med- 
ium degree of alkalinity and of 
water softening. 


IMPROVED H W HI-TEST 

More wetting power and the 
addition of a complex phos- 
phate with improved sequester- 


ing properties now make this 


For DIAMOND Technical Service, call your nearest DIAMOND Sales Office. 


compound the solution to the 
toughest hard water problems. 


AND NEW SUQUET 

For those who wish to mix their 
own formulas, we offer this re- 
markable additive. It controls 
scale formation. It improves the 
wetting power of washing com- 
pounds. Its sequestering action 


controls scale very effectively. 


YN 
DIAMOND 





DIAMOND WASHING COMPOUNDS 





DIAMOND ALKALI 


COMPANY 


CLEVELAND 14, 


OHIO 


CHEMICALS 


National Bottlers’ Gazette 





shortly begin operations in its new 
Salt Lake City home. Elmo Taylor 
manages the operation. 


VIRGINIA 

Nehi Bottling Co., Suffolk, has 
begun operations in its new $12,000 
plant. The plant has 5,000 square 
feet of floor space. 


WASHINGTON 
Seven-Up Bottling Co. of Belling- 
ham is establishing a distribution 
branch at Mt. Vernon, Washington. 
The new building is being designed 
for easy conversion to a bottling 
operation. Firm is owned by y 
Charles and Howard Walton. eS y 
Paul Glaser, of Glaser Beverages, WONDER ORANGE IN HAWAII 


Inc., Seattle, recently purchased the Yoshio Awaya, left, and Albert Suggai, right. head the Pacific Soda 
Oly ia Sod: Fonnilline , ns ‘ Works, Ltd., which firm was recently granted franchises for Wonder 
ym Seda Wee ks, Olympia. Mr. beverages and Rummy for the territory of Hawaii. They are shown with 
Glaser, owner of two other plants, Russ Grady, Wonder representative. who helped the long-established 
is installing a water treating sys- Honolulu firm plan initial bottling and distributing operations. 





tem at the Olympia operation. 


WEST VIRGINIA A new syrup room, Inflico water WISCONSIN 

A newly formed corporation treating plant, a Monjonnier carbo- Casanova Beverage Co., Hudson, 
headed by J. W. “Jack” Treharne cooler and a Liquid 5-wide bottle has been granted a Whistle fran- 
recently purchased the Seven-Up washer have been installed by the chise. Owners of the firm are 
Bottling Co. of Parkersburg. Seven-Up Bottling Co., Wheeling. Leonard and Ray Casanova. 








COST 
SAVING 
PACKING 
IN 
pea aie), | 


ACID PROOF CARAMEL 


- HOW TO HAVE A SAFER, NEATER CASE 
FOAMING TYPE CARAMEL paint cepa a size, American 
| masta pongleten quilighe: Sealing, 
Caramel Coloring poe ~ Mle yaaa equidistant from 
for ALL TYPES of ‘ 


CARBONATED BEVERAGES PARTITION CORPORATION 


Samples on Request 


D. D. WILLIAMSON & CO., Inc. 


5.39 FORTY-SIXTH AVENUE, LONG ISLAND CITY T. N.Y 
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SELECTS TOWMOTOR FLEET! 





Fast Dependable Towmotors move 810.000 bottles every 
9 hours at hugh Louisiana Coca-Cola Bottling Company 
The great Louisiana Coca-Cola Bottling Company 


n New Orleans set as its production 


0 bottles every nine hours—a world 


tee) eee) a FORK LIFT TRUCKS and TRACTORS 


THE ONE-MAN-GANG 


RECEIVING PROCESSING STORAGE DISTRIBUTION 
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GIANT ‘250,000 PROMOTION 


introduces the 


NEW DR. PEPPER BOTTLE CAP 


Another Big Sales-Winning Promotion As 
The KING Of Soft Drinks Gets a NEW CROWN 


It’s the first major soft drink bottle cap change in 
years ... that’s news in itself! But Dr. Pepper isn’t 
letting it rest there. Look at the amazing contest 
promotion that will introduce customers to the new 
cap... swell sales even more than ever by offering 


EXTRA! EXTRA! 


PORTUNITIES 
FRANCHISE OP 
nh PROFIT- MINDED BOTTLERS! 


OMPANY - 
: DR. PEPPER C 
<a N, BOX 5086A, DALLAS, TEXAS 
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prizes for the greatest number of new caps collected. 
First prize is a screen role in a new John Wayne 
movie; a real ‘‘opportunity of a lifetime.”’ And there 
are 2310 other sensational prizes, all in all worth 
about $30,000. Dr. Pepper dealers and bottlers 
can look for a real lift in sky-rocketing sales when 
this promotion “breaks.” 


Dr Pepper 


me STOP) THAT GIVES 





Personalized 
Bottling 
Formulas 
Made for 
Your Plant 





THE BOTTLING FORMULAS being presented to this bottler were made out 


particularly for him so that they would fit his individual requirements, 





equipment, and bottling methods. Typewritten on special forms, they 
are complete and easy to understand and follow. Prepared by Hurty-Peck 
to help bottlers make their beverages conveniently and correctly, these 
formulas are made on any basis a bottler may desire—to use a particular 
throw, to make a certain number of cases, to use any multiple of 100 pounds 


of dry sugar, to use any number of gallons of flavor to the batch, ete. 


— 
TO INSURE ACCURATE INGREDIENT CONTENT for his next batch, 


this syrup room man is checking against the Hurty-Peck 
itemized formula sheet he holds, to see that all ingredients, 
in their proper quantities, are correct, before he begins making 
his batch. By having all ingredients accurately measured and 
laid out before starting to mix, he is assured that there will be 


no omission or doubling up on any ingredient. 


> 
CHECKING THE SYRUP THROW by actual meas- 


urement in a graduate every time the throw 





is changed is important to make sure the 
setting is accurate. If throw settings are 
changed frequently, this checking can con- 
sume a good deal of time and become a bur- 
den. To eliminate the need for changing throws 
when different flavors are run, Hurty-Peck 
will adjust the bottling formula for each of 
your flavors so that you can use one common 
throw for all flavors. ‘This enables bottlers to 


secure the greatest efficiency with least effort. 





Supplying your plant with per- 
sonalized bottling formulas to 


meet your individual require- H uU e T Y 
é -PECK & COMPANY 
ments, is another helpful service 


offered to bottlers free by Hurty- Makers of Quality ‘‘Superb”’ Flavors 
Peck & Company. indianapolis 7, Ind. Santa Ana, Calif. 
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Going To The Golden Gate? 


Big Exposition in San Francisco is assured sellout... 
Convention program now being arranged . . . Special 
trains will tour western points of interest. 


Fun 1950 national beverage ex- 
position and 32nd annual meeting 
of the American Bottlers of Car- 
bonated Beverages, October 31 to 


November 2, in San Francisco, Cali- 
fornia, gives promise even at this 
early date of being a complete suc- 
cess. Already, exposition space is 
almost completely sold out. 
Approval by the exhibitors—the 
hundreds of supply firms who stage 
the huge beverage show—of the 
choice of San Francisco, was shown 
by the virtual selling out of the en- 
tire first floor of the San Francisco 
Civic Auditorium by May 15. Be- 
additional 
built 
into hallways connecting the three 


cause of the demand, 
supplementary booths were 
principal exhibit areas. The bal- 
cony level too, which adjoins the 
meeting room where afternoon tech- 
nical sessions will be held, also came 
in for a heavy play. 

At a meeting in Washington on 
Monday, May 15, the Executive 
Board began preliminary plans for 


June, 1950 


Municipal Auditorium, San Francisco. 


the convention program itself. Be- 
sides the series of special meetings 
on specific trade topics, which are a 
feature of each of the annual con- 
ventions, the general sessions are 
expected to give time and considera- 
tion to such internal industry prob- 
lems as prices and deposits, sales 
and market developments, and the 
relation of the soft drink industry 
to other food industries. 

As for the bottlers, there is every 
indication that attendance in 1950 
will surpass that of the show held 
in 1939 in the city by the Golden 
Gate. The eleven years that have 
passed have added to the industry 
hundreds of. bottlers who are look- 
ing to the annual meeting as both 
an excuse and a reason for visiting 
the west coast on a business and 
pleasure trip. Transportation agen- 
cies planning special train move- 
ments report that it is unusual to 
have interest crystallize so far in 
advance of a convention date. For 
the traveler who wants to “feel” as 


well as see the Pacific Ocean, the 
November 6 sailing of the liner 
“Lurline” for Hawaii from Los An- 
geles is proving intriguing. 

This post-convention trip to Ha- 
waii is being arranged by A.B.C.B. 
for those who wish to visit the 
Paradise of the Pacific. The na- 
tional association has also officially 
approved a Convention Special train 
movement conducted by the United 
States Travel Agency of Washing- 
ton, D. C., leaving Chicago on Octo- 
ber 26 and returning to the same 
city by November 11. Six days of 
this period from Sunday, October 
29 to Friday, November 3 inclusive, 
will be devoted to the convention 
and exposition in San Francisco— 
the remaining time will be spent 
on visits to such points of interest 
as the Royal Gorge in the heart of 
the Colorado Rockies, Salt Lake 
City, Yosemite National Park, Los 
Angeles, Riverside, California, and 
Grand Canyon. 

This convention special is one of 
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| AILVWVEY conveyors 


save production dollars 


Industry executives are increasingly conscious of 
rising costs that affect the profit picture. Long exposure 
to wasteful, obsolete package handling methods 

raises production costs unnecessarily. Everytime you 
move a package by hand you add to the cost 

of your product. 


Now, the way to transport packages in the most 
economical manner is the real concern of every Alvey 
sales engineer. Here at Alvey we have made it our 
particular business to give industry the correct type of 
handling equipment to convey packages economically, 
safely, and with dispatch 


If in your plant there is some costly manhandling of 
packgges still going on, do not let it continue 


an Alvey sales engineer to give you a recommendation 
based on a background of similar experience and 
understanding. Request a “job analysis.” 


ALVEY CONVEYOR MFG. CO. 
9293 Olive Street Road, St. Louis 24, Mo. 


Offices in Principal Cittes 


several, another being planned un- 
der the sponsorship of the Illinois 
Bottlers’ Service Club, leaving Chi- 
cago October 23 and visiting such 
points as Grand Coulee Dam, Se- 
attle, Washington, Victoria, B. C., 
Portland, Oregon, Los Angeles and 
the Grand Canyon. Full informa- 
tion concerning this tour is avail- 
able from A. A. Hughes, general 
agent, passenger department, Great 
Northern Railway, 142 South Clark 
Street, Chicago 3, Illinois. Informa- 
tion on the A.B.C.B. sponsored con- 
vention special may be secured from 
the United States Travel Agency, 
Inc., 807 Fifteenth Street, N. W., 
Washington 5, D. C. 

There will be no shortage of hotel 
rooms in San Francisco. The official 
A.B.C.B. hotel reservation form 
contains the names of 76 hotels 
which are pledged to cooperate in 
providing accommodations. 

The hours of the Exposition will 
be from noon to 10 p. m. on Monday, 
October 30 and from 1 p.m. until 6 
p. m. on October 31, November 1 
and November 2. General sessions 
of the convention will be called to 
order at 10:30 a. m. on Tuesday, 
Wednesday and Thursday, October 
31, November 1 and November 2, 
and will adjourn daily at 12:45 p. m. 
There will be three special events 
for the ladies, including a dinner 
dance and show and banquet. 

Wednesday night, Nov. 1, will 
be Exhibitors night, with parties 
by the supply firms, machinery com- 
panies and franchise houses. 

The exposition will be a complete 
show with impressive displays of 
heavy machinery for the first time 
in two years. Mechanical develop- 
ments and innovations which have 
been held under wraps since 1948 
will be unveiled at the Golden Gate 
exposition. Much new labor-saving 
devices and equipment will also be 
shown. 

Articles in subsequent issues of 
the N.B.G. will carry full informa- 
tion concerning the convention pro- 
gram, the attractions of San Fran- 
cisco and the tours and trips ar- 
ranged for the enjoyment and pleas- 
ure of members of the industry on 
their trip to the west coast. 


National Bottlers’ Gazette 








Pui LEADER IN ITS FIELD 
BOR OVER 2 YEAMS 
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PLUS... 


SHARP, PRACTICAL 
SELLING TOOLS 


that help our bottlers build steady, profit- 


able volume. A sure-fire Incentive Sales 


ry: Grafle 
Plan that makes salesmen produce more—a eg Vational e/ Wa Siu 
complete line of sparkling displays—effective Company 


newspaper ads and radio commercials—a RMROM xo 
VOX 


strikingly different poster campaign ... every- WILE Georgia ~s 
thing bottlers need to sell is ready for 1950. 





tling Co., Abilene, Texas, has been 

elected president of the local Lions 

Club. ..Grapette bottler Michael S. 

Pawleshyn, of Binghamton, N. Y., 

is an enthusiastic member of a 

local jazz band. While strumming 

Robert A. Jolley, son of R. A. 
Jolley of the Nehi Bottling Co., 
Greenville, S. C., was recently her- 
alded as “Young Man of the Year” 
by the local Junior Chamber of 
Commerce. ..Marvin Lewis, owner- H. G. Anderson, manager of the HEAD PEPSI PLANT 


‘ . Varney A. Graves, left, ha 
manager of the Royal Crown Bot- Aiken Coca-Cola Bottling Co., pene pot ad able fe 
Roche, right. has been named 
vice president in charge of ad- 
vertising and sales for the Pepsi- 
Cola Metropolitan Bottling Com- 
pany. Inc. The firm is a wholly- 

IN ROOT BEER owned subsidiary of the Pepsi- 
Cola Co., with bottling plants in 
Massachusetts, New York, New 
Jersey. Pennsylvania, Virginia 
and Tennessee. 


on his bass fiddle, the bottler-musi- 
cian manages to get in some free 
advertising through a Grapette 
bottle painted on his instrument. 





Aiken, S. C., has been elected presi- 
dent of the local Junior Chamber of 
Commerce. ..Sidney J. Lane, Nehi 
bottler at Henderson, N. C., was 
named president of that city’s 
Chamber of Commerce for 1950... 
The Paul Glasers, Glaser Beverages, 
Inc., Seattle, Wash., the Porter 
Strattons of the Pepsi-Cola Bottling 
Co., Aberdeen, and Mrs. Monty, as- 
Just taste GOODY ROOT BEER i sociated with Van Valley Bottling 
aI Works, Everett, recently returned 
see why GOODY is tops in flavor — taste % ( from a vacation in Hawaii. 


. and quick as a wink, you'll 


will tell. 


It's the matchless flavor of GOODY 
ROOT BEER . . . plus its eye-appealing 
package, and the GOODY name 
... that piles up profits for you! 


How good is GOODY? Here's 
how to find out. Send right 
away, today, for three 
12-ounce bottles of 
GOODY ROOT BEER. 
Chill, then compare with 





any other leading brand. 
Then you'll see why... 


. . « 9 out of 10 choose ; BES pO eS 


LYING VENDMASTER EXECS 
GOODY ROOT BEER! . : Snapped at the Beech Air Crait 


" - plant in Wichita, Kans., where the 

FRANCHISE HOW AVAILABLE Vendmaster bottle vendor is 
WRITE FOR DETAILS being built, are officials of the 

. Master Corp., now making its 

headquarters in that city. Left to 

right at one of the firm's two 

The GOODY Company © 318 Seventh Ave. No., Minneapolis L Minn, planes are C. M. McMullin, presi- 
' | dent. C. W. Klein, sales manager. 


and Phil Schwartz, vice-president. 
West Coast Representative, Cole and DeGraf, 417 Market Street, San Francisco 5, Californie 
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Model M 510-E 


Model P 510-E 


Model OC 510-E 














Purrnse @ ze) 


Persuasi 
Velco Salesman 


TO WORK FOR YOU...! 


PELCO sanitary, dry-type electric 
beverage coolers are gleaming 


super-salesmen! Put them to 
work for you to boost your 









i 





beverage consumption. De- 
pendable, fast-chilling PELCO 
coolers are available NOW in 
authentic franchised colors. 


‘ b 
PARAL 
481s 


ELECTRIC BEVERAGE COOLERS 


Manufactured by a Leading Pioneer 
in the Refrigeration Industry 










a 


ee Model N 510-E 







pss 


Model SG 510-E 






Model K 510-f 

















Sanitary, Vu Ile, Electric 
BEVERAGE COOLERS 


. , é Stainless steel lift lid ~— 
7 o 
A Tank dimensions Stainless steel 
Length 38 seam welded tank 
Width 22 ‘J 
Depth 15/2 





Rubber lid gasket 


assures tight seal 








PELCO Model 510-E Compartment dividers 
7.36 cv. ft. capacity; ore sanitary dry-type | 
chills 6 cases standing plate evaporators 
or 10 cases corded 


boftles 


Dutside dimensions 
ength 43 


Width 27 y | q 
; Height 36 <“ 4 z. 4 
e 1 5 H.P. hermetic unit. 


4 


} 
f 
—<“~o & 
; 


7 


Ready to plug in. 
Dy 


Efficient insulation P j 
2'2 Fiberglas in i | 
sides; 3° Fiberglas : \ ary 


on bottom 









} Dupont Dulux baked- ee 
J finish. Zinc-coated and Ces 


rs 
ie) 
a 
y 
? 
m 
of 
\\ 


Bonderized steel 


} . Heavy angle iron base. 
l Cross braced. 
~ Electrically welded 


—e & steel cabinet 





@ 


Adjustable cold control 
tp meet your cooling 







needs 
Approximate weigh: 


Crated.....330 Ibs 
Uncrated. ..270 Ibs 











: ‘  PELCO Model 530-E Te ae 
* Huge capacity 7 ft. cooler over condensing unit, each 14°, four REFRIGERATION DIVISION 


other compartments, each 28 deep. P 
* Bottle capacity: 42 coses 7 oz P ORTABLE ELEVATOR M UFACTURING CO. 
bottles. 30 cases 12 oz. bottles * Approximate weight: Crated 630 BLOOMINGTON 6, ILLINOIS 
Ibs. Uncrated 560 Ibs 
* Outside dimensions: Length 84 . 
Width 27°; Height 36 * Approximate capacity, 23 cu. ft 
* Tank dimensions: Length 78% e YH. P. hermetically sealed con- 


Width 22 ; Depth, two compartments densing unit, Ready to plug in ° Form No. P12—75M—1/50 Printed in U.S.A 


2 





NEW TRACTOR- 


TRAILER | ae ] } 
Federal Motor Truck Co.., eh . ; 

Detroit, recently intro- : . 

duced this “Style Line” vs | 


tractor-trailer. It is 
powered by a high 
torque engine that de- 
velops 126 horsepower at 
2800 rpm's. Gross vehicle 
weight for this unit is 
21,500 pounds, with a 
tractor-trailer combi- 
nation rating of 42,000 
pounds. 


Sterwin Expands Facilities 





H: —_ Sterwin Chemicals, Inc., 
or anchoring one corner, has been : ; me : 
_ ; e New York City, has expanded fa- 


cilities in its four regional offices 


Tri-Clover 
New Sight Glass Filter developed by the Metzgar Company, 
Grand Rapids, Michigan. Three 


Tri-C Mee > ; 
ri-Clover fachin = point contact between the floor bar 


Kenosha, Wisc., has announced the 


to include banking and accounting, 
P. Val Kolb, president, has an- 


and the caster carriage to prevent 
nounced, 


availability of a newly-designed 
Sight Glass Filter, particularly ap- 
plicable for use in bottling opera- 


2 ¢ isting is provided by ‘a : . 
wobble and twisting is provided by) <ege e  e epe ee ee 
warehousing, shipping and billing, 
°g ins welde » floor bar we : = 
tions. tical pins welded to the floor ba are located at 152 Peters St., S.W., 
a ; , near each end. : . ae 
The unit is a combination filter me a la al Atlanta, Ga., 445 Lake Shore Drive, 
. ‘. Nn locke 108 on, e angie 1ron h: Of1E , . . 
and level indicating device. It is I a Chicago; 2615 W. Mockingbird 
i ; sone floor bar raises the casters 1 16 
I "mi: y se é "1Z < Sl- . . 
iormaliy used in a horizontal posi off the floor and locks the entire 


end of the unit in position. Release 


the spring cylinder and by two ver- 


tion, the material flowing from in- 
side of the screen out into the body ; . 

‘ x : a e of the cam engages the casters for 
of the filter, which is made of 
lucite. The petcocks (top and _bot- 


tom) are used for air relief and 


moving the unit and a strong spring 
holds the lock 1” above the floor 


E free of obstructions 
drainage, respectively. This unit 
can also be used in a vertical posi- , 
tion by having the petcocks placed New Ad Medium “T alks” 
on each end rather than on the A new point-of-sale ad 
sides vertising medium, which speaks 

Sanitary Acme threads are used automatically to the consumer as 
throughout, which enables the fil- she approaches, is now available 
ter to be easily dismantled for from Audio Displays, Inc., New 
thorough cleaning York City. Known as the “Advox 


Recorder,” the unit is a compact, 


ort: > achi > reighi yr 9 
Positive Floor Lock portable machine (weighing 12 exRoyTE TO FRANCE 
Ibs.) that sits or hides near the 


For Portable Conveyors U. S. bottling equipment is much 


merchandise and is tripped into ac- in demand in foreign countries. 
A floor lock for portable tion by the hearer only as she or Above, a Geo. J. Meyer Manufac- 
conveyor units, which provides he approaches. Volume is regulated turing Co. bottle washer is loaded 

‘ , — aboard the steamship Excambion 
wide contact with the floor instead and .confined to the proximity of for a recent voyage from Boston 
of merely immobilizing one caster the display or merchandise. to Marseilles. 


Pry O FUMBLING 
CHIPPING 

With Krag’s 

New Bottle Opener ... 


This sturdy, nickel plated steel opener is 
perfect for all outlets. Easy to operate. 
: Prominent space available on opener for 
Pee 4 colorful trade mark or advertising message. 
have 

en or b “milion o- WRITE... 

now bottied by over 250 bottlers with phenomenal 


(and profitable) sales. Write today—franchise: ra S. rs) q 
available in many territories. G ceel noducts, “ee. 
(Tom Collins Jr. fr also Hable.) 


A. J. LEHMAN CO. 22 Sycamore St 319 N. Albany Ave., Chicago 12, IMinois 


Cincinnati 2, Ohic 
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“Buyez Coca-Cola” | ‘ In Bangkok, where temple bells commingle 


strangely with the tempo of modern business, 
and west meets east in a western custom has found hearty accept- 
the pause that refreshes ance. With Thailanders, as with people 
everywhere, Coca-Cola and the pause that 

refreshes have become part of daily living 


just as both provide welcome, pleasant 
moments to people here at home. 
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| SETHNESS CARAMEL COLORING 





Brilliant * Free Flowing * Acid-Proof 


C Sethness means uniform, dependable Caramel. Your cus- 

little goes a long way 4 ie ~ tomers depend upon you ... you can depend upon us for 
; brilliantly clear, free flowing, acid-proof, Caramel Color- 

ing. Take no chances—be assured of quality and uniform 

strength. Take advantage of our experience and service. 


Sathness a COMPANY 129° ¥; Division sires, cheng 22, Minis 


y 


Lane, Dallas; and 349 9th Street, 
San Francisco, Calif. 

Branch offices of Sterling Drug, 
Inc., parent company, are at the 
same addresses and Sterling man- 
agers are in charge of Sterwin fa- 
cilities, namely: E. A. McCullough, 
in Atlanta; E. P. Gibney, Chicago; 
M. T. Bowman, Dallas; and C. R 


Danielson, San Francisco. 


Alvey Conveyor Mfg. Co. BEVCO SERVICE 
In New Quarters : 
: : Sales representatives of the Bevco Co.., Inc., St. Louis, beverage cooler 
The Alvey Conveyor Man- manufacturers, pose alongside their sales-service trucks. Left to right: 
ufacturing Company, engineers and James McElroy, Bevco's production manager; Glenn Kamuf, representa- 
tive in Mississippi, Louisiana, and Texas; Earl Wilkerson (Indiana, Ohio, 
Michigan), and Harold Rowton (Ia., Kansas, Nebr., Okla.). Bevco recently 
veyor systems, has moved into its moved into new, larger headquarters. 
new plant at 9301 Olive Street 


builders of complete package con- 





Road, St. Louis, Mo. J. M. Alvey, 40-acre site four miles west of packing partitions for the food, 
president of the company, stated Lancaster, and are expected to be soft drink, brewery and glass in- 
recently that the new plant is now ready for use early in 1951. dustries. 


Bare, i According to Dr. Ear! Millar 

New Building for Armstrong American Partition Opens : > “ . * aie i - 

Cork Laboratories New Jersey Branch presicent Of the COE POTELION, . = 
: new plant has 20,000 square feet of 


Construction of new lab Opening of an _ eastern fl . : i] X shi 
: oor space. Se -tré ‘r truck 8 - 
oratories comparing with the most plant and sales office at Bound ’ — a See ae 
ments will put the eastern 


modern industrial research and de- Brook, New Jersey, has been an- hi cage plant 
velopment facilities in the country, numa te Pista Sem Partition within overnight reach of most of 
has been started by the Armstrong Corporation of Milwaukee, Wis- the packers of the east and east 
Cork Co., Lancaster, Pa. The new consin. The firm manufactures pre- sat npacnte ; 

research buildings will be built on a assembled interlocked chipboard , , =~ a eniee manager wi hea 
Cornelius N. Nooy, who has wide 
experience in packing problems. 
The eastern sales office will now be 
located at the plant. Plant superin- 
tendent will be Erwen Mielke 


Whiting Acquires 
£ 1 
Coburn-Foster Conveyors 
The Whiting Corporation, 
Harvey, Illinois, manufacturers of 
materials-handling equipment, has 
taken over the belt and chain con- 
veyor business formerly operated 
: ae as the Coburn-Foster Conveyor 
NEW HESSE TRUCK BODIES Company, Chicago. 
Hesse Carriage Co., truck body builders of Kansas City. Mo., recently de- Announced by Stevens H. Ham- 
signed these units for the Grapette Bottling Co.. Watervliet. N. Y. The five- mond, president, the new acquisi- 


wide bodies feature “Under-Dek” doors that slide up and out of sight “at a 


will serve to broaden the line 
flick of the finger.” tion will serve to broaden 


of the Whiting Corporation 
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THE LEADING 


o* EQUIPMENT Selectine Beverage 


Veuder 


BOTTLERS PE va: cu uct 
STERILIZER pag | . BANTAM 


tions. Manufactured of fine 
steel to meet the most ex- rt ga © improved Cabinet 


Design 
acting needs. 64 case ca . 


pacity per hour: extra set | Cold Wall Cooling 
of heavy duty baskets Tt With Sealed Unit 


ASME standard specifica Water Proof Coin 
tions; tested and proven a Unit 


The Ideal "Bantam" selective vender, always a best seller where 

BEVERAGE lack of space formerly prevented vender installations . . . has 
been completely re-designed and improved. Greatly increased 

vending capacity. Smart new appearance with stainless steel roll- 

MIXERS top panel protector one piece stainless steel lid. Many other 
sensational features. 55-B vends 50 bottles; pre-cooler: large 
h capacity, variable depending on bottle size. Height 38"; width 
Keenline mixers . . . handle 18"; length 32". Two other models — medium and large. All 


all size bottles. Keep liquid selective—up to 8 flavors. Write for Complete Literature and 
constantly in revolving mo Prices 


tion for thorough mixing. 
Includes many outstanding 


feawros Tuo'modsivsi | IDEAL Despencer Company & 


180 cases P. H. 
DEPT. 526, BLOOMINGTON, ILL. 


Reduce labor costs with 


Multi-Purpose 


FILTER <=" a 
This Groen Filter is a “ er rat . ‘a 
heavy duty design of ' } 
fering new efficiency > ) 

n filtering Includes eo” ‘ 1 ’ 

Retna 
Ft ° 


these features Longer 

filtering cycle, better ‘ 

cleaning; complete re ne 
covery of product = > 
all metal construction 

et 


Other NEW Equipment for BOTTLERS:: sedge” 
@ Pumps @ Kettles @ Filters @ Conveyors @ Liquid Fillers KISCO BOILER & 


@ Coppers @ Rotary and Stationary Accumulating Tables @ 90 


Curves @ Rotary Vacuum Filler and Crowner @ Inspection Lights ENGINEERING co. 


@ Washers @ Sanitary Fittings @ Homogenizers @ Carbonators 2414 DeKalb St tenis 4. Mo 
@ Chain Conveyor Line @ Agitotors @ Tanks @ Vacuum Pans 


@ Revolving Pans 


USED BOTTLING EQUIPMENT Yecco coffee soda 


i ee ee ee ee _ A SURE-FIRE BET FOR PROFITS 


and and have a variety at disposal. All BUCKNER 
Sell guaranteed. OR, if you wish to sell or trade used With NEECO Coffee Soda, the only 
Trade a aeaiet . "% ’ = sie 6c coffee drink, you're as sure of 
ee eee eee big profits as you are of winning a one 
horse race. And NEECO is good 
oe Aae aa oS vaca > halon cia. Wi sampling tests show it’s preferred 
SERVICE pleased to discuss y Fe 7 over any other coffee drink. 











Find out more about this profit-maker 
Write today for further information, prices by writing for samples and full 


and illustrated literature information today. 


)Z.. ACL BOTTLES! 
EQUIPMENT COMPANY | (jem is pnt 
Liquid Handling Materials and Equipment size — or 28 oz. bottl _Write for deta 
2530 South Wabash Ave., Chicago 14, Ill 


Phone: DAnube 6-1344 ATLANTIC EXTRACT COMPANY 
134 FULTON ST., BOSTON, MASS. 
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MUU LUAU LUST MUU TU appointment of Tom Charbonneau 
as Florida representative. He will 


headquarter at 305 W. Colonial 
PERSONNEL CHANGES Drive, Orlando, Fl 


Armstrong Cork Co. 


ee 


oa pee . R. E. Longenecker has been ap- 
ARMSTRONG CORK TOP MANAGEMENT pointed Controller of the Glass and 
Closure Division of the Armstrong 
Cork Company, Lancaster, Pa., ac- 
cording to an announcement by 
Keith Powlison, Vice-President and 
Controller. 
Mr. Longenecker, associated with 
Armstrong since 1935, was Assist- 
ant Controller and Controller of the 
company’s Millville, N. J., plant for 
the last seven years. 


Pennsylvania Salt 
Manufacturing Co. 

Hugh C. Land, assistant to the 
production manager of the Penn- 
sylvania Salt Manufacturing Com- 
pany, Philadelphia, has been ap- 
The Board of Directors of Armstrong Cork Co., Lancaster. Pa., recently pointed production manager as of 
effected several top management shifts. H. W. Prentis, Jr., left, former 
president, was elected chairman of the board, and C. J. Backstrand, right, 
was named president. Kenneth O. Bates, center, was re-elected vice- William F. Mitchell, vice-president 
president and designated executive vice-president. in charge of manufacturing. In his 
new capacity, Mr. Land will exer- 
cise general supervision over opera- 


Prentis Bates Backstrand 


February 1, it was announced by 





© ; . 7 rae: » 2 Oo ¢ > ¢ , ‘ . - . . . 
Radio Corp. of America Mr. Reed will handle sale s and tion of the manufacturing facilities 
Pinckney B. Reed has been named merchandising activities for RCA’s 


manager of the Industrial Equip- line of industrial equipment, includ 
ment Section of the RCA Engineer ing beverage equipment. 
ing Products Department, it has Victoria Silk Press, Inc. 


in the parent company, including 
utilities. 


been announced by T. A. Smith, Graver Water Conditioning Co. 


Bringing to his post an intensive 
sales manager of the department Graver Water Conditioning Co., background of bottling plant sales 
Mr. Reed replaces George L Division of Graver Tank & Mfg. problems, as well as close knowl- 
Mckenna, whose promotion to as- Co., Inc., manufacturers of equip- edge of franchise company opera- 


> 


to W. W. Watts, vice-presi ment and materials for all wate) tions, G. R. “Dick” Ames has be- 


sistant 


dent in charge of the department, softening and liquid conditioning come associated with Victoria Silk 


was recently announced processes, recently announced the Press, Inc., St. Louis, Mo., as Vice 





GRAPETTE EXPANDS FIELD FORCE 


Saperstein Cornie Reilly 


Five new additions to its field organization have been re Leuze, William C. Cornie. R. J. Reilly. and E. J. Dwyer have 
ported by the Grapette Co. Louis Saperstein has been named been appointed regional managers. Mr. De Leuze will cover 
eastern division manager, and will be in charge of Grapette Indiana, Ohio and Illinois; Mr. Cornie, the Pacific Northwest 
franchising and sales activities in West Virginia, Pennsyl- and Northern Rocky Mountain States; Mr. Reilly, New York 
vania, New Jersey, New York, and New England. Leo De and New Jersey: and Mr. Dwyer, New England. 
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THE ORIGINAL AND BEST GRAVITY FILLER 


FILLERS and CONVEYORS 


e . : + 
MANUFACTURING CO 
{ ( ) | \ Dept. N 
¢ PITTSBURGH 4, PENNA 


= «LIKE BOY oy 
% 


DURABILITY 
and GACO 


_.-°” beverage cases 


ai. 


All half-depth cases 
are furnished with 
DOVETAILED center 
partitions.” is 





Standard 


replacement 


GIDEON - ANDERSON 


fet] >) 0] MISSOURI 





“The FINEST 
DRINK VENDOR in 
merchandising history.” 


—Mike Hammergren 
president SuperVend Sales Corp. 


write for details to: 


SALES CORPORATION 
134 N. LaSalle St., Chicago 2, Illinois. 


SuperVend drink vendor serves three flavors. Also 
available with HOT DRINK ATTACHMENT for hot 
chocolate or hot soup in addition to the three regular 


drinks. 
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G. R. “Dick” Ames 





President in charge of Sales Pro- 
motion 

One of the better-known sales and 
merchandising specialists in the 
bottled soft drink field, Mr. Ames 
was, until January 1, affiliated with 
The Whistle Co. of St. Louis 

Victoria Silk Press manufactures 
“Col-Fast” T Shirts used by bot- 
tlers for premiums, sales contests 
and other marketing programs 


WYANDOTTE’S TOP SELLING TEAM 


Wyandotte Chemicals Corp. last month 


“unveiled” the six members of 


the top selling team of its J. B. Ford Division. Left to right: F. H. Tholen, 


assistant general sales manager; P. N. Burkard. manager, technical 


service department; H. A. Rightmire. manager of market development, 


food and beverage and special detergents; Robert L. Reeves, newly-ap- 


pointed general sales manager: A. C. Weimar and L. H. Minor, technical 


service department. 





JOINS STANDARD BOX 


Maurice Rabin has joined the 
Standard Box Co., Pittsburgh. 
Pa., as sales representative in 
Ohio and West Virginia. Mr. 
Rabin was associated with the 
Glenshaw Glass Co. for nineteen 
years up until April, 1949. 





NAMED BY MISSION 


Appointment of two divisional 
sales managers has been an- 
nounced by the Mission Dry 
Corp.. Los Angeles. Jack Sutton, 
left, will head the central division 
with offices in Chicago. E. J. Crow- 
ley. right, will manage eastern 
division. Both have been associ- 
ated with Mission for many years. 





HIRES SALES HEAD 


John F. Gorski, Jr. has been ap- 
pointed general sales and mer- 
chandising manager of the 
Charles E. Hires Co., Philadel- 
phia. Mr. Gorski, active in sales 
management work for the past 
eighteen years. ' 








REG. U. 8S. PAT, OFF. 


One Taste Invites Another 





» A WONDERFUL NAME 

» A WONDERFUL FLAVOR 

®» WE CAN SUPPLY CROWNS 
®» TERRITORIAL PROTECTION 


USE YOUR OWN BOTTLES—NO INVESTMENT 


FOR FURTHER INFORMATION WRITE TO: 


WINE-DIP CO., Moberly, Missouri 
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CONADE LUBRICATING 
SYSTEM 


TRIPLE ACTION 
@® LUBRICATES 
@ CLEANS 
@ DISINFECTS ... 
CONVEYORS 
"In One Operation” 


@ ALKALI FREE 
Vena Does not attack metal 
"jase @ NOT A SoaP 
CONADE is a@ scientifically developed lubricant, especially 
blended for sanitation, and protection of wet conveyor systems. 
Minimizes wear on bearings and conveyor slides. A rust inhibitor. 
Cannot become rancid. Free flowing—will not build up or leave 
a residue on bottles or containers 
CONADE LUBRICATOR applies an even coat of lubricant 
across the entire conveyor chain and slides in one action. 
Eliminates spotty lubrication and waste. Action of felt roller 
polishes and cleans chains, eliminating broken glass and foreign 
matter - 
NOW USED BY LEADING BOTTLERS 
Write us for full details. 


SUPERIOR CHEMICAL PRODUCTS 


Dept. NB 123 W. Madison St. Chicago 2, Il. 








SAVE 50% 


- » . and sometimes more in our thoroughly 
"Rebuilt and Guaranteed” bottling equip- 
ment from our complete stock that includes 


such desirable items as: 
Og 
Ke 


@ Dixie "F" one-man unit 
automatic 
250 GPH Cem saturator 
5 HP York cooling unit 


Meyer and Liquid 
Washers 


& Wide Heil bottle 
washer 


40-spout Cem filler 
24-spout Red Diamond 
Burns model "F"’ filler 


500 GPH Liquid stain 


less carb 
World automatic labeler 


New ARNOLD bottle 
washers all sizes 
‘ 


Send for a FREE copy of our “General Catalog" 
No. 11049 


IRSTENBERG 


BOTTLERS’ EQUIPMENT CO.INC. 
301-307 Powell St., Brooklyn 12, New York 








A TOP Number 
for any Bottler 


ASONS 


ASWAONED 


Phone! Wire! Write! 
for Franchise Facts 


MASON & MASON, INC. 


213 N. Desplaines Street 
Chicago 6, Illinois 





~ 
“BEST INVESTMENT 
| EVER MADE” 


Says H. H. Greene, dealer, Hunts- 
ville, Texas | lost $3.50 a week on 
soft drinks. Now, with a Pay-Pull 
Opener, my profit is $3.50 a week 
Figure it up! My Pay-Pull is worth 
$364 a year to me; best investment 
| ever made 


MODEL F. O. B. 
FIFTY $ 1 7.50 FACTORY 
Vending protection for any open 


cooler. Patented. Guaranteed. 
Trade discounts. 


PAY-PULL MFG. CO., Inc. 


720-N San Pedro 
San Antonio 1, Texas 





J 








— FEATURING — 
MONTE CRISTO 
THESCO 


A Full Line of Distinctive Extracts 
and Concentrates 


THEALL & PILE, Inc. 


297 Peari St. New York 7, N. Y. 
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| Spoilage May Start in Water 





7 a scope of water troubles and 
their treatment is very wide. Al- 
though this paper deals only with 
those conditions in which water can 
cause beverage spoilage and the 
treatment necessary to eliminate it, 
some of the types of equipment 
mentioned here will also do other 


than just remove the cause of spoil-. 


age. 

The usual cause of spoilage in 
soft drinks is due to one or more 
types of organic matter. Organic 
matter really is one of the most 
troublesome of all foreign matter 
which may be present in a water to 
be used for bottling purposes—yet 
it can be removed without too much 
difficulty. Its presence in water sup- 
plies is far more general than is 
realized. It is present in practically 
all surface supplies—and in many 
well supplies. It can also enter the 
water between the 
so that while 
it may not be present in the water 


somewhere 
source and the plant 


in a deep well, it may enter subse- 
quent to that point and cause trou- 
ble in the beverage plant. 

If the water comes from a surface 
supply, and receives prior treatment 
in a municipal plant, the chances are 
that some of the organic matter is 
removed. However, the municipal 
plant is interested mainly in pro- 
viding a water free of disease-pro- 
ducing bacteria. If they do this, 
they are performing their duty to 
the domestic consumer—yet they 
are not satisfying the requirements 
of the bottler for a beverage water. 

Many bottlers are under the im- 
pression that since the municipality 
has treated the water, and further 
that some of the methods of treat- 
ment seem to be a duplication, it 
shouldn’t be necessary to retreat 
the water. 

Remember that a municipal plant 
is designed and operated mainly for 


the benefit of the domestic user. Its - 


purpose is to make the water safe 
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to drink and satisfactory for gen- 
eral household use. For example, a 
municipality does not soften the 
water to the extent that a laundry 
or some generating plant 
would desire, and neither do they 
condition it to the extent that a 
beverage plant requires. To do so 


steam 


would mean an excessive treatment 
cost insofar as a domestic user is 
concerned and such cost would not 
be justified. For that matter, the 
bottler himself would not want to 
pay the cost of treatment required 
for his beverage water for all of the 
water used in his plant. 

Now, just why is organic matter 
objectionable in water for carbon- 
ated beverages? 


Objections to Organic Content 


There are probably a half-dozen 
reasons. It may, and probably will, 
impart a disagreeable off-taste or 
odor. Perhaps it will not do that 
at once, but it may if the drink 
stands for a week or two, or perhaps 
a little longer. 

Organic matter can also affect 
the color of a beverage. An un- 
wanted change of color does not im- 
prove the appearance of a beverage. 

Another objection for having or- 
ganic matter in a carbonated bever- 
age is that usually and almost 
eventually there is the formation of 
suspended matter, be it small or 
large size particles. 

The suspended matter formed by 
the presence of organic matter is 
not always of a large size. It may be 
so finely divided that it simply im- 
parts a haze to the beverage. Still 
the appearance of the drink is not 
attractive nor appealing. 


I do not mean by this latter state- 
ment that only a finely divided par- 
ticle can be formed due to the pres- 
ence of organic matter. It is often 
found that the growth in a bottle 
within a period of 24 hours after 
bottling, absolutely eliminated any 
possibility for making a sale. 


Aside from the effect on the ulti- 
mate consumer, organic matter in 
water is costly and annoying to the 
beverage plant owner. The presence 
of organic matter prevents proper 
carbonation so that the gas volume 
Further, 
much gas is wasted because it es- 
capes from the water before the 
bottle is crowned. This means, of 
course, that an excessive amount of 


is not up to standard. 


gas is used—a costly procedure. 
And, as the gas escapes before the 
crown is applied, it carries some of 
the beverage with it, thus lowering 
the level in the bottle. As a result, 
the bottle is short and must be re- 
filled by hand, which is also a costly 
procedure. 


There are very effective means of 
organic matter removal, and the 
operating costs are not great. More 
and more parent companies are in- 
sisting upon their franchise holders 
providing water treating equipment 
to insure the removal of organic 
matter. And, while a bottler might 
object to the initial expenditure for 
equipment, he will find that it pays 
good dividends in the long run. 


Treatments for Various Conditions 


The ensuing discussion of various 
types of equipment is given with the 
purpose of bringing out the obvious 





Destruction and removal of organic matter is a 
prime requisite for a good bottling water. Various 
methods and types of equipment are available. 


by C. D. MORELLI, Field Engineer, Infilco, Inc. 








advantages and disadvantages of 
these types of treatments. 

One method of organic removal 
claimed satisfactory is ultra violet 
ray which is used for the purpose 
of sterilization and the killing of 
bacteria. Apparently it is satisfac- 
tory for this purpose. It must be 
borne in mind, however, that first 
of all the water should be clear and 
free from suspended matter and 
further, that to be successful, any 
bacteria or other living organism 
hit directly by the ultra 
violet ray to be destroyed. As the 


must be 


water passes the ultra violet rays, if 
one formed particle is shielding a 
second from the ray, the second par- 
ticle will pass on unaffected. Fur- 
ther, if the ray were capable of hit- 
ting each particle, while that par- 
might be killed, it 
would not be removed. And, gener- 


ticular body 


ally speaking, a dead body is just 
as objectionable as a live one, for it 
can still cause foaming, loss of car- 
bonation or unsightly appearance. 
Thus, it would probably be wise to 
follow with a filter fine enough for 


the removal of these dead organ- 
isms. 

Ozone treatment is another form 
of sterilization, and while it may be 
more effective for this purpose than 
ultra violet ray, it also has some 
drawbacks. Like ultra violet ray, 
while it may kill bacteria or other 
living organisms, it does not remove 
them—and their removal is of great 
importance. In general, an ozonator 
is an apparatus which occasionally 
might require maintenance. 

One of the most universal and 
successful methods of organic re- 
moval is superchlorination, coagula- 
tion and filtration. Of course, such 
treatment also requires a carbon 
purifier to remove the excess chlo- 
rine after organic matter removal. 
Chlorine is used to oxidize, or ‘burn 
up’ the organic matter. Good coagu- 
lation will remove the remains of 
this organism bodily, either by set- 
tling in the coagulating tank or in 
the filter. Thus, the matter not only 
is destroyed—but actually removed. 
Killing or burning up the organic 
matter alone by any of the methods 





and prices. 





Its a Double “Jreat: 
GOOD and GOOD for YOU 


IT'S THE BEVERAGE FOR 1950 


It's the only cranberry drink to be carbonated 
and blended with cola—makes a real treat. The 
children love it and it's a super mix for the grown 
ups. Start now with this new beverage. Use your 
own small bottles to start. Crowns and bottles 
available as you want them. Write for samples 


CRANBERRY COLA CORPORATION 
Abington, Massachusetts 





10 East 4oth St. 
(Plant— Bellows Falls, Vt.) 


mentioned is not sufficient—they 
must be also removed. That is why 
coagulation and clarification are im- 
portant steps in organic matter re- 
moval. Before chlorination, it is 
usually most economical and con- 
venient to use a hypochlorite pow- 
der. These usually contain 65 to 
70% available chlorine, and are 
readily made up in solution form. 
Some liquid hypochlorite solutions 
can be purchased too. An accurate 
solution feeder must be used to pro- 
portion the solution to the water to 
insure uniform application. Gener- 
ally, about 8 p.p.m. of chlorine is 
recommended (compared to about 
ly p.p.m. used in municipal plants), 
although it is not uncommon to have 
to apply 12 or 16 p.p.m. to take care 
of all the organic matter. 

Although 8 p.p.m. of chlorine is 
applied to the water, that does not 
mean that there will be 8 p.p.m. of 
chlorine left as it flows to the car- 
bon purifier. On the contrary, it 
generally will be much less. Water 
has what is called a chlorine de- 
mand. That is, organic matter in 


“Custom-made” Beverage Cases are not manu- 
factured in standard sizes. Your individual size 
and shape of bottle dictates what their measure- 
ments should be. 

Remember, you have less breakage when bottles 
fit their cases. 

“Custom-made” cases are now obtainable. Write 
today for delivery information. 


THE GREEN COMPANY 


Inc 
New York 16, N. Y. 
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water will require chlorine to oxi- 
dize it or burn it up. The amount 
of chlorine required to oxidize all 
the organic matter in any particu- 
lar water is called a chlorine demand 
of that water. Any chlorine applied 
in excess of the chlorine demand 
will be present in the water as free 
chlorine, or as it is usually called— 
excess chlorine. There are several 
tests for chlorine and these tests 
indicate the excess chlorine remain- 
ing in the water after the chlorine 
demand has been satisfied. Control 
of chlorine treatment is based on 
using enough to have excess chlo- 
rine present. In other words, the 
amount of chlorine used must be 
great enough to satisfy the chlorine 
demand, and also leave some excess 
chlorine in the water. The amount 
of this excess should be set high 
enough to take care of any unusual 
amount of organic matter which 
might be present, so that at no time 
will there be some organic matter 
for which there was _ insufficient 
chlorine. As a general rule, it is con- 


sidered good practice to have about 


6 to 8 p.p.m. excess chlorine in the 
water as it passes through the filter. 
Of course, the carbon purifier re- 
moves this excess chlorine, so that 
none will be present in the beverage. 


Concerning Coagulation 


In organic removal, of equal im- 
portance to adequate chlorination is 
good This does not 
mean simply that sufficient coagu- 
lant must be applied to the water. 
It means also that the coagulant 
must be mixed intimately with the 
water, and kept in contact with the 
main body of water until floc for- 
mation is well developed and the 
organic 


coagulation. 


matter has become en- 
meshed in the coagulant floc. Fur- 
ther, the coagulated mass must then 
be separated from the water, leav- 
ing a relatively clear liquid to be 
delivered to the filter. Otherwise, if 
a good deal of the coagulated matter 
passed over the filter, the sand bed 
would soon be clogged and the filter 
would have to be shut down and 
backwashed. 

Several different types of coagu- 








lant are available. There are the 
aluminum coagulants either pot 
ash or ammonium sulphate—also 
sodium aluminate. Ferric sulphate 
and ferrous sulphate—iron coagu- 
lants—can be used. The aluminum 
coagulants are widely used in mu- 
nicipal plants, generally in the form 
of aluminum sulphate. Its prefer- 
ence is due mainly to its cost and 
availability. Unfortunately, it has 
several disadvantages, particularly 
with reference to beverage plant 
use. 

By the very nature of its work 
and its ability to enmesh suspended 
matter and settle out of the water 
a coagulant must be practically in- 
soluble in water. Unfortunately, the 
aluminum coagulants are somewhat 
soluble under certain conditions. 
Yet, when the water is carbonated 
they are apt to precipitate out and 
show up as suspended matter. Thus, 
they are not too desirable for bever- 
age water treatment, although they 
are widely used. Iron coagulants 
are practically insoluble in water in 
the oxidized state. They are also 


FIRST AID fora GOSTLE-NECK” 


The Hygeia— Bowden Single 
Valve Water Filter is a rapid 
flow type and removes sus- 
pended matter, turbidity, 
chlorine, iron, taste, odor 


isLAND PORTABLE 
GRAVITY CONVEYOR 


for 
Bulletin 


and discoloration. 


These filters produce the 
clear, sparkling water essen- 
tial to good flavor, uniform It's light, easy to carry. Can be quickly picked up and rushed any- 
quality and better beverages. where to relieve a “bottleneck” or other emergency. 


They are available in various They're strong too— sturdy enough for average loads and use. 


It's the perfect conveyor for permanent 
uses. Get complete details. 


OTHER ISLAND EQUIPMENT PRODUCTS 
Bottle Conveyor « Accumulating Table « 
Chain Conveyor, etc. 


ISLAND 


EQUIPMENT CORP. 
21-03 Bridge Plaza North Dept. W-6 Long Island City 1, W. ¥. 


sizes and capacities. emergency and regular 
‘ Ask for further information 

Bowden Single Valve on these filters used widely 

Water Filter in bottling plants. 

Hygeia also makes the Lynn Self-Cleaning 


Stone Filter used in Bottling Plants 


HYGEIA FILTER COMPANY 


3430 DENTON AVE. DETROIT 11, MICH. 
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able to provide better coagulation 
over wider ranges. Iron coagulants 
have been used to a considerable 
extent they 


available to a municipal plant—and 


where were readily 
they are gaining in popularity in 
beverage plants because of the bet- 
ter results they produce. As long as 
there is sufficient calcium or mag- 
nesium in the water and as long as 
chlorine is used, there is no danger 
of any iron being present in the 
beverage water 

Mention has been made of the 
necessity of mixing the coagulant 
with the water, and 


keeping the coagulated particles in 


thoroughly 


intimate contact until they have per- 
formed their duty. Within the past 
9 or 10 years equipment has been 
developed which circulates a slurry 
of the coagulated material within 
the treated tank. The raw water and 
chemicals are introduced into this 
slurry so that the water to be 
treated is not simply subjected to 
the new coagulant applied, but is 
also coagulated and clarified by this 
slurry that is recirculated. This in- 


MAKE IT 


with 


@& 


It’s easy to keep customers 
crowding in for CREAM SODA... 


timate contact between raw water 
and slurry results in a much better 
clarification and organic matter re- 
moval 


Multi-Purpose Equipment 

There are several types of equip- 
ment which are being used for a 
combination of chlorination, coagu 
lation and alkalinity and hardness 
reduction 

The equipment required for these 
treatments consists of a reaction 
tank, a means of controlling or mea- 
suring the raw water flow, a lime or 
soda ash feeder, a coagulant feeder, 
a filter, and a carbon purifier. Some 
simplification of this equipment can 
be made by using a single feeder for 
lime, chlorine, and coagulant, but 
the results will not be the same and 
the feeder will be more subject to 
corrosion than if single feeders are 
used, designed particularly for the 
chemical they will feed. By far, the 
majority of these treating plants 
operate on the continuous treatment 
That is, the 
treated as it flows through the reac- 


principle water is 


tion tank. The lime, or soda ash, 
coagulant or chlorine are added to 
the water as it enters the tank; 
thorough mixing of the water and 
chemicals takes place, then the wa- 
ter enters that zone of the tank in 
which the water is separated from 
the sludge or slurry formed in the 
process of treatment. With the older 
type of equipment, 4 hours reten- 
tion was required in the reaction 
tank to complete the chemical reac- 
tion and to provide a relatively clear 
water for filtration. With the newer 
types of equipment, this retention 
time can be cut down to 2 hours. 
In fact, as far as the reaction for 
alkalinity and hardness reduction is 
concerned, the retention time can be 
1 hour or less. But, authorities 
agree that 2 hours are required for 
proper chlorine reaction with or- 
ganic matter, so 2 hours are pro- 
vided in that equipment which is 
capable of providing sterilization 
and organic matter removal. In the 
continuous treating plants, sludge 
from the reactions is forming con- 
tinuously, and provisions must be 


For Better Quality, Bigger Selling Beverages 


INSTALL A POLARSTIL 
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with COSCO! The best cream soda flavor 


money can buy! Don’t overlook 
this important money-maker! 


Inquire about our accumu- 
lative rebate plan for eco- 
nomical flavor buying. 


C.0. & W.D. SETHNESS COMPANY 


CHICAGO 40, ILL. 


1926 SUNNYSIDE AVE. e 


Purifies and Distills 
Water for... 


LESS THAN 














PER GALLON 


The biggest help on the 
market today for boosting 
beverage sales. POLAR- 
STIL removes all impurities 
— insures clearer, better 


looking, better tasting beverages at an infinitesimal 


cost. Sales rise—markets expand, profits soar when 
your products are made with distilled water from a 
POLARSTIL. Write for full particulars. 


2734 N. 


COPPER & BRASS MFG. CO. 


Janssen Ave. e Chicago 14, Ill. 
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made for a place for this sludge to 
accumulate. It must be removed 
from the tank, of course, and gener- 
ally this is done once or twice a day 
simply by opening a valve and blow- 
ing off some sludge. 

The capacities of the chemical 
feeders are generally sufficient to 
require recharging with additional 
chemicals only once every other day 
or so. Backwashing the filter and 
carbon purifier is required only once 
a day at the most—generally the 
filter will run for 2 or 3 days before 
backwashing is required. So the at- 
tention required by the continuous 
treatment plant is practically neg- 
ligible. 

While speaking of backwashing, 
it would seem the wiser thing to do, 
since such great care is taken in 
treating the water and keeping it 
clean and sterile, that only treated 
water be used in backwashing the 
filter and purifier. It would really 
seem to make more sense to use a 
treated and sterile water for back- 
washing than the untreated raw 
water supply. Consequently, there 
is a system which employs this prin- 
ciple of using treated water for 
backwashing purposes. 


These continuous plants can op- 


erate either at a variable rate to 
meet the plants’ requirements, or 
they can operate at a constant rate 
of flow, and start and stop as the 
water is required. Generally, in a 
constant rate plant, storage space is 
provided for treated water so that 
the plant need not start and stop too 
frequently. Because the carbonator 
draws water at a constant rate, al- 
though intermittent, there is little 
need for a variable rate treating 
plant. Variable rate treatment con- 
sists of adding the water to the 
reaction tank at various rates of 
flow, and also the chemicals must be 
proportioned according to the vari- 
able flow into the unit. In the con- 
stant rate plant, the water enters at 
a constant predetermined rate of 
flow at all times as do the chemicals. 
In other words, if a plant is de- 
signed to treat 1000 gallons per 
hour in a constant rate plant the 
flow to the reaction tank is at all 
times 1000 gallons per hour, and the 
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IN THE NEWS... 


ILLINOIS SERVICE CLUB ELECTS OFFICERS 
New officers of the Bottlers’ Service Club Ly Dlinois. elected at a recent 
meeting of the group, are (left to right): G. T Wy tte Chem- 
icals Corp., vice-president; Karl Hochstadter, gh Co., treasurer; 
Sol H. Lask, Ferdinand Gutmann & Co., president: and Jim L. Reynolds, 
United Extract Laboratories, Inc., secretary. The Illinois Service Club is 
celebrating its 20th anniversary this year. 








LEAD UJA DRIVE 


Key leaders of the Carbonated Beverage & Allied Trades Division of the 
United Jewish Appeal have pledged their support to the UJA campaign 
for overseas relief, rehabilitation, and resettlement. Seated, left to right: 
Bottlers Louis Zivin, Max Rogol, David Rascoff and Jacob Sharnack. Stand- 
ing: Supplymen Sam Fuchs, Ira Parnes, E. M. Moss, Harry Jackness, and 
Abraham Perlman. At a dinner on May 10, more than $50,000 was pledged 
to the campaign by 100 industry leaders. 





SINGING BOTTLERS 


This well-known singing group in Southern Mississippi includes four men 
associated with the Sun Spot Bottling Co. of Petal, Miss. They are C. M. 
Lingle, third from left; J. W. Phillips, George West and Bill Wilson, three 
gentlemen at right. Mr. Phillips is plant manager. 








chemicals are fed at the same rate. 

Besides the continuous plants 
which have been under discussion, 
there is also what is known as the 
batch treating plant. Batch treating 
plants are those consisting of a 
large reaction tank, holding suffi- 
cient water for a full day’s opera- 
tion of the beverage plant. Usually, 
these tanks are filled at night, the 
chemicals required for treatment 
are weighed out and added to the 
water, and the entire batch is agi- 
tated for a short time. The water 
then stands overnight during which 
time the sludge settles. The next day 
the water is drawn off and passed 
through a filter and carbon purifier 
as it is used. It sometimes happens 
that the results from batch treat- 
ment are not quite as accurate as 
for continuous treatment due to 
inaccuracies in measuring quanti- 
ties of water and chemicals. Also, 
to obtain complete settling of the 
sludge, it is sometimes necessary to 
and dif- 


ficulties with after precipitation of 


use an excess of coagulant 


this excess coagulant may occur. 
The size of reaction tank required 


for a batch treatment is much 
greater than that of the modern 
type continuous treatment equip- 
ment. A tank for batch treatment 
should have a volume equivalent to 
about 8 times the hourly require- 
ment, whereas the continuous proc- 
ess requires a tank having a volume 
of only about twice the hourly re- 
quirement. In plants this 
larger tank takes up too much other 
valuable space. 


many 


The Zeolite System 


In addition to the various types 
of treatment which have already 
been discussed, there is yet another 
method of treatment of water and 
these are referred to as the zeolite 
systems. 

There is certainly no objection to 
these zeolite systems so long as they 
are used properly and for the proper 
reason. 

In many plants where the raw 
water contains a high hardness, 
these zeolites are desirable and can 
be put to good use in softening the 
water to be used throughout the 


plant—with the exception of the 
bottling water—and especially for 
softening soaker water so as to 
eliminate scaling of the equipment. 

However, it should be pointed out 
that zeolites do not remove organic 
matter nor is the desirable feature 
of alkali reduction present except in 
the acid type zeolite. 

In speaking of the acid type zeo- 
lites which are sometimes used for 
alkalinity reduction, it should be 
borne in mind that although alka- 
linity reduction is obtained in this 
type of zeolite, there is absolutely 
no means of handling the undesir- 
able organic matter. 

One objection to acid zeolite is 
that the very nature of the acid con- 
dition of the bed provides a good 
environment for the development of 
mold and similar matter. As stated, 
the equipment has no provisions for 
organic matter removal and if 
that is required, additional equip- 
ment must be provided. Also, in the 
removal, 
sterilization of the zeolite bed is 


case of organic matter 
difficult, and is liable to damage the 
zeolite. 


ZEPHYR BODIES Engineered 


to Save You Money 


The story of Zephyr Bodies is 
one of outstanding economy 
and efficiency. Scores of Bot- 
tlers will tell you they lower 
and operating 
costs, and save 


maintenance 
you money 
every mile. 


Specialty-engineered design re- 
duces body weight by 500 to 
1000 |bs.—-speeds up loading 
and unloading — doubles case 


life and increases deliveries per 
driver. Built with patented slider 
rail construction from hi-tensile 


steel formed sections—electric- 
ally welded — Zephyr Bodies 
attain a strength and rigidity 
that assure long service. 


Write us about your require- 
ments. 


NEW LOW PRICES 
NOW IN EFFECT 


Quality Discounts on Orders for 6 or More. 


HI-TENSILE STEELS « 


SLIDER RAIL CONSTRUCTION e 
EASIER LOADING and UNLOADING e 


DOUBLE CASE LIFE e« 


REDUCED BOTTLE BREAKAGE 


SPECIALTY ENGINEERING CO. 


ALLEGHENY & TRENTON AVES. 


PHILA. 34, PA. 
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Cup Machines 
Push Bottled Drink 
For Macy’s 








Spearheading drive to “up” case sales of its private-label 
bottled beverage, ‘World's Biggest Store” effectively util- 
izes bulk vendors for both advertising and paid sampling. 


CUP VENDORS PLUG BOTTLED BEVERAGE 


Even when they dispense competitive beverages, all ma- 
chines display a poster plugging bottled Sparkoffee and 
urging shoppers to “send home a case.” 


WO a growing number of bot- 
tlers and franchise companies active 
in the cup vending field, trade atten- 
tion has been focused primarily on 
the volume that this phase 
of soft drink automatic merchandis- 


“plus” 
ing can produce. Basically, bottlers 


have evaluated the cup machine on 
its ability to obtain entree for a 


SHOPPER STOPPER 





brand in those sites where the bot- 
tled product might not otherwise 
the bulk 
spotted in 


be sold. However, since 


vendor is generally 
“public” locations where it captures 
the attention of passers-by as well 
as patrons, the cup machine merits 
consideration as an advertising de- 
tha 


vice can profitably stimulate 


Spotlighted in a specially-built “Sparkade” on Macy's main floor, three 
of these multi-flavor 750-cup Canteen units vend a selection of nickel 
drinks, while the fourth dispenses private-label Sparkoffee exclusively. 
Housed in a recess, machines do not impede the flow of traffic. 
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a name-brand drive to build bottled 
take-home trade. 

An indication of just what can be 
done promotionally with this type 
of “silent salesman” can be gath- 
ered from a cup vendor program 
being utilized by R. H. Macy & Co., 
Inc., giant New York City depart- 
ment store. With sampling and ad- 
vertising as major considerations, 
Macy’s is effectively using cup 
equipment to further the case sales 
of its private-label “Sparkoffee,” a 
12-0z. coffee soda currently retail- 
ing at 23 cents in a non-returnable 
bottle. Though only three of the 14 
machines operated on Macy’s sell- 
ing floors vend Sparkoffee, all of the 
those 
rival beverages) carry a prominent 


units (including featuring 
placard plugging bottled Sparkoffee 
and calling attention to its sale in 
the 


Spotted in an eye-catching position 


store’s grocery department. 
just above each vendor’s dispensing 
port, the poster shows a model en- 
joying the drink, while the copy 
“Drink Sparkoffee, 
from freshly roasted coffee. Send 


reads: made 


home a case from Fancy Pantry, 
8th Floor.” 

Claimant to the title of “World’s 
Biggest Store,” which 
served as the site of the film “Mir- 
acle On 34th Street,” clocks over 


Macy’s, 


131 





160,000 shoppers daily, a figure that 
doubles during the Christmas sea- 
son. With jackpot days to its credit 
when sales have topped the million 
dollar mark, the store has a reputa- 
tion as one of the country’s shrewd- 
est merchandisers and it has pio- 
neered many a retailing innovation. 
Back in 1939 
first 
cup drink 


, Macy’s was one of the 


department stores to install 


vendors in its selling 
areas, granting the operating rights 
to the N. Y. 


Corp., 


Automatic Canteen 
primarily as a means of sup- 
plementing fountain and restaurant 
Offering 
variety of conveniences, 
that a 
would be 


facilities. customers a 
Macy’s rea- 
“refreshed” 


placed in a more 


soned shopper 
relaxed 
and “buying” mood. Compact vend- 
mini- 


filled 


ing machines, occupying a 


mum of valuable floor 


the bill. 
With 


vendors spotted in 


space, 


fourteen three-flavor cup 


strategic sites 
throughout its 9 
Macy’s 


tion is found on the 


selling floors, 


major machine concentra- 
bustling main 
battery of 4 


busily pumps out thirst-quenchers. 


floor, where a units 
Spotlighted in a 
“Sparkade” installation to capture 
attention, the 
housed in a recessed area so that 


specially-built 


customer units are 
machines will not project and im- 
A fea- 
of this set-up is a dual price 


pede the flow of store traffic. 
ture 
system, unusual in a drink vending 
Three of the 
are geared to five 


operation. machines 


cent operation, 


and each offers a choice of Coca- 


Cola and unbranded root beer and 
fruit flavors. The fourth vendor dis- 
penses Sparkoffee exclusively at 10 
cents per 6-0z. cup. 

Despite this price differential, a 
Macy official claims that the daily 
dollar of the 
koffee vendor is equivalent to that 


volume dime Spar- 
of its flanking five cent competitors. 
In explanation, he points out that 
the private-label drink, which is un- 
available elsewhere, has a certain 
novelty appeal that pulls patronage 
” The cup vend- 


Canteen in Chicago, 


for “paid sampling. 
ors, built by 
were originally designed to show 
their drink mixing operation, but a 
glassed-in display area has been 
modified to serve as the frame for a 
Sparkoffee 


though the machine may be dispens- 


poster plugging even 


ing other flavors. A prime feature 
of this advertising device is that 
the poster can be changed periodi- 
cally to announce price changes, etc. 

Sparkoffee, 
for Macy 
tained quite a following in the New 
York territory 
time discontinuance, 


first privately bottled 
over ten years ago, at- 


, and, prior to a war- 
had hit a sale 
When pro- 

1948, the 
and circular 


of 50,000 cases a year. 
duction was resumed in 
store used newspaper 
advertising to herald the event, and 
also hit on the idea of using cup 
vendors as an introductory medium. 
While the beverage 
pensed through one machine ini- 
tially, all of the store’s 14 units 
were tagged with strip signs which 
“Sparkoffee 


was only dis- 


advised shoppers that 





Sebuniees anid 


Tr 


Is Back Again” and available in the 
grocery department. 

further use of the 
cup vendor as a case sales-builder 
saw the 
party snacks, 
bottled drink, 
adjacent to the ground floor 


Last summer, 


addition of a display of 
including the Macy- 
spotted at a counter 
“Spark- 
ade.” A sign and arrow on the ma- 
chine dispensing Sparkoffee called 
attention to the 
clerks 


nearby counter, 
took orders for the 


bottled beverage. 


where 
Macy’s also ran a 
full-page ad in the New York Times 
to plug Sparkoffee, 
gesting that readers visit the store 
the drink 
warm encouragement at the dime 


with copy sug- 


and sample “with our 


vending machine on the street 


floor.” At present, a cup vendor fea- 
turing Sparkoffee is located adja- 
cent to the 
where shoppers can sample the bev- 


grocery department, 
erage before ordering a case. 
Sparkoffee is 
suburban Macy 
New York metropolitan 
though its White 
the only other 


is cup vended. 


now also sold at 


branches in the 
area, 
Plains outlet is 
site where the drink 
(Sparkoffee is also 
bottled for L. & Co., 
Newark, N. J. store in the Macy 
chain.) While the drink has not yet 


regained its prewar volume, 


Bamberger 


sales 
are climbing steadily towards the 
50,000 case mark, and cup vendors 
can be credited with a strong sup- 
as one of the merchan- 
bottle 


porting role 
dising tools used to build 


take-home trade. 
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Prices Up 
Wyoming 


Convention Hears 


HEAD WYOMING ASSOCIATION 


Left to right—John J. Dregoiw, secretary-treasurer; Marion Ruckman, vice- 
president, and D. W. Burns, director. 





7b x. bottlers in the State of Wy- 
oming (there are approximately 
20) have already increased whole- 
sale soft drink prices to at least 
ninety cents per case on smalls, ac 
cording to checks made at the an- 
nual convention of the Wyoming 
Bottlers of Carbonated Beverages, 
April 28 at Thermopolis. 


505 FIFTH AVE 


MURRAY HILL 2 
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Because a heavy - snowstorm 
blocked roads and curtailed air and 
rail travel, the 
State’s bottlers were unable to be 
present at the meeting. Of the nine 
that did attend (along with twelve 


supplymen), all reported that the 


majority of the 


standard 80-cent wholesale selling 
price no longer exists in their terri- 
tories. 


During a roundtable discussion, 
it was also revealed that most Wyo- 
ming bottlers have increased de- 
posit rates to $1.00 per case. 

The bottlers generally agreed that 
in order to maintain and/or in- 
crease their volume under their re- 
vised wholesale prices, special 
dealer promotion would be neces- 
sary. The dealers, bottlers felt, 
should be told and re-told the ad- 
vantages of handling bottled soft 
that soft drinks are fast- 
moving, offer higher profit margins 


drinks 


than do most other food products, 
help increase sales of related items, 
and because of the bottle deposit, 
“force” customers to return to the 


stores. 
New Officers Elected 


Marion Lewis, of the Coca-Cola 
Bottling Co., Cheyenne, Wyo., was 
elected president of the association 
at the close of the informal, but in- 
formative, business session. Other 
new officers are Marion Ruckman, 
Pepsi-Cola Bottling Co., Cheyenne, 
vice-president, and John J. Dregoiw, 
Coca-Cola Bottling Co., Sheridan, 
secretary-treasurer. 

Named directors 
Burns, Mile Hi Beverage Co., 
Lander; Lloyd Holt, 
Bottling Co., Thermopolis; and N. 
B. Sargent, Pepsi-Cola Bottling Co., 
Worland. 


were D. W. 


Seven-Up 


“4 Rose by any Other Name” 


CREDIT: Billy Shakespeare 


You'd say the same thing today. . 


. in another way: “Our product, 


without its label would taste the same”. But it wouldn't sell that way! 
Good labels, good displays are IMPORTANT, they assure your customers 
they are buying the same fine product they enjoyed before. AND good 


labels mean just one thing 
today... 
be. No obligation, of course! 


2813 
161-171 LEVERINGTON AVE 


. . . SPIELMAN labels. Send us your old label 
we'll redesign it and show you how much better a label can 


SPIELMAN COMPANY, Inc. 


PHILA 2 IVYRIDGE 3-6100 











If it rolls 


like greased @ ) 
® | 
Why Did | lightning—it's 
the nationally preferred 


* | 
ireleys Cut ® 
a 1, 
all ¢ 
+ > . 
rices 23% Smooth-rolling, perfectly balanced —that’s Wheel- 
& Ezy, the hand truck with the exclusive ‘ 


‘step- 
climber” feature! Whisk it up and down stairs, 
maneuver it through cramped quarters, toss it on 
the truck. Wheel-Ezy is preferred by thousands 
of users for its ability to give years of hard, con- 

3 . bons ‘ .! P tinuous service. Available with’ open or plate nose, 
Bireley s Division, General Foods Corporation re- single or double handles, B prong wheels. Capacity 
: - e 400 Ibs. Priced right. Extra-light weight model 

cently announced a price reduction of 23% on also available. Write for descriptive literature! 








orange, grape and berry concentrates. For Bireley’s The RAPIDS-STANDARD 
’ COMPANY, Inc. 
bottlers this means a savings of five cents per 


finished case. 


Bireley’s cut prices because there is no likelihood 
of bottlers themselves being able to effect savings in A. 


the near future. Throughout the industry, bottlers 





HAND TRUCKS «+ PLATFORM TRUCKS CASTERS 
are being squeezed between mounting operating Also CONVEYORS: power or gravity, portable or stationary 








costs and a fixed selling price. 


Bireley’s action is a measure of relief for them. 


We expect that increased sales from Bireley’s 


aggressive expansion program will defray part of USE rmx Ligut Matic rim 


the expense of this new price structure. 





We are speciclists in 
Sree of wclertociing 

. ’ . re of water trea g 
Bireley’s top-quality orange, grape and berry equipment and systems, 

ar 
drinks are now competitive with all other soft Moot of our nsallations 
drinks in areas across the nation. Goode of the fadividuel 
user, thus assuring max- 
imum efficiency and per- 
at 





Bottlers interested in adding Bireley’s fruit flavor cask, Tho ceepe of one 


work Re tay | _— 
' . . . . re : range and is backed by 
line of non-carbonated, pasteurized drinks to their es eat 
. gained in producing 
present operation should write to Mr. Harris J. satisfactory systems for 
: g bottlers in all 

of the country. 


Finn, Domestic Franchise Sales Manager. 


f, fh, i li 
is] 1 re l e . 4 & a # A: products in 9 r~A eens at 








Water — 
ing Equipment”. Write us for a copy; 
or ask your "Liquid" representative. 


AUTOMATIC conroration 


2412 GRANT AVENUE, ROCKFORD, ILLINOIS 


“AUTOMATIC” Products Distributed Exclusively by The Liquid Carbonic Corp., Chicago 


Division General Foods Corporation 
1127 N. Mansfield Ave., Hollywood 38, California 
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Growing With The Times 


Utica, New York plant has increased its business 
fifty times in fifty years. 


7 umx's a formula for every- 
thing, according to Samuel! S. Free- 
man, president of Freeman’s Bev- 
erages, Inc., 50-year-old 
operation in Utica, N. Y. 

“Just 


bottling 
as a good soft drink re- 


quires certain basic ingredients,” 


he says, “so does a bottling plant. 
To successfully operate a bottling 
business, you have to offer quality 
drinks, advertise heavily and con- 
sistently, get the maximum dis- 
tribution possible in your territory, 
adjust your advertising and distri- 
bution techniques to fit the times, 
and be aggressive.” 

Mr. have 
thing. When the company started 
operations at the turn of the cen- 
tury in the basement of an old wood- 
frame Erie Bottling 
Works), “boasted” 
hand carts (for distribution), some 


Freeman must some- 


house (as 
the plant two 
antiquated foot- and hand-powered 


equipment (for less 
than 100 


and a 


production), 


outlets, zero employees 


volume of approximately 
7,500 cases annually. 

Today, the plant is housed in a 
modern two-story structure, oper- 
ates nineteen beverage trucks, has 
36 employees and more than 3,000 
outlets, features two high-speed 
equipment lines, and turns out ap- 
proximately 400,000 cases yearly. 

The company was originally or- 
ganized by Mr. Freeman’s father, 
Louis, but major credit tor its con- 
sistent growth must go to the pres- 
For it has 


during Samuel Freeman’s tenure as 


ent management. been 


“head man” that the company has 
made its most rapid strides. 

When he took over the manage- 
ment in 1922, the company was still 
delivering its wares via horse-and- 
buggy. He recalls that he “spent 
half the night working to produce 
the goods, and most of each day 
selling them.” 
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Admittedly, “there was no future 
in that,” so Mr. Freeman began his 
course of 


expansion. “It was a 


gamble—business expansion always 
is,” he explains. “But if you sit 
pat, you'll never get any place.” 
Checking township records, Mr. 
Freeman found that his territory 
had 
had not. “There were lots more peo- 


progressed, but his business 


ple and lots more outlets. But we 
hadn’t done much to keep pace with 
this territorial growth.” 

That was quickly remedied, how- 
Mr. direc- 
tion. Routemen were hired to serve 
the new 


ever, under Freeman’s 


dealers, and eventually, 
trucks were purchased to replace 
the horse-drawn wagons. A heavy 
advertising program was launched 
to acquaint and reacquaint the 
public with the Freeman beverages, 
which then consisted of a private 
More up-to-date 
installed to 


line of flavors 


equipment was serve 


the increased demand. In a short 
span of years, business had risen 
sufficiently to enable the company 
to move into a larger building. 


HONORING PLANT'S FIFTIETH YEAR 


Its owner has a formula. 


Adds Franchise Drinks 


Still Mr. Freeman wasn’t satis- 
fied that he was keeping pace with 
his market. Recognizing that there 
were varied tastes in his territory 
not being served by his private line, 
and aware also of the buying trend 
to name Mr. Freeman 
added several franchises. By 1934, 
the firm was bottling Pepsi-Cola, 
Mission Orange, and Clicquot Club 
beverages, as well as its own line. 
In 1940, construction was started 
on its modern, present-day plant 
building. 


brands, 


During all this expansion, Mr. 
Freeman hasn’t once swerved from 
his formula for successful bottling 
plant operation. “Indeed,” he re- 
marks, “if I had, I 
wouldn’t be here today. 

“Without a quality beverage line 


probably 


to back up my promotion, all my 
efforts would have gone to waste. 
Without heavy and consistent ad- 
vertising, there would be no demand 
for my products. And without full 
distribution, well—how 


can mer- 


a 


To help celebrate his plant's fiftieth consecutive year of operation, Mr. 
Freeman (shown cutting cake) invited as guests of honor to his Golden 
Anniversary party, five couples who were celebrating their own Golden 
Wedding Anniversaries. His graciousness was applauded in the local 


press. 








STOP Contamination! 


U FITTINGS-VALVES 
pics PUMPS-TUBING 
and SPECIALTIES 


TRI-CLOVER Let Tri-Clover corrosion specialists rec- 
ommend the right type of fittings, valves, 


filters, pumps and tubing to meet your spe- 
cific requirements . . . at lower over-all cost 
to you. 





SANITARY FITTINGS . . . available in a complete 
line of Stainless Steel and Tri-Alloy types, from |" 
thru 4" O.D., to meet all sanitary code requirements. 
Many exclusive items and manufacturers specialties 
incorporating patented design and mechanical fea- 
tures. (New reduced prices now in effect.) 


FLANGED TYPE Conical End FITTINGS... 
fabricated from stainless steel type 316 for 
use with light gauge tubing having outside 
diameters from |" thru 4". Easily assembled 
with lightweight; high strength couplings (as 
shown), which provide an extremely compact, 
flush, leak-tight union for working pressures 
up to 250 psi. Complete line of ells, tees. 
crosses, adapters, etc. 


Recessed-End FITTINGS . . . a new, complete line 
of ells, tees, crosses, etc., for soldering, brazing or 
socket welding . . . provides fast, low cost line in- 
stallation—available in stainless steel types 304-31 6- 
347, in sizes from ¥%4" thru 10", O.D., Pickled or Pol- 
ished finishes. 


SCREWED FITTINGS . . . complete range of fit- 
ting and valve types, in Stainless Steel type 304-347- 
316. Clean-cut, accurate threads match standard 
1.P.S. piping. 


TRI-CLOVER—"PUMP HEADQUARTERS" for all 
centrifugal pump needs, offering a complete line of 
sanitary, brine and water types in a wide range of 
sizes and capacities, for clear and heavy liquids and 
semi-solids. Available in Iron, Brass, Nickel and 
Stainless Steel. 


Follow the example of users like Coca-Cola, Pepsi-Cola, Canada Dry, Dr. 
Pepper, Vernor, Seven-Up . . . use TRI-CLOVER products for guaranteed 
satisfaction. Send sketches of your layouts for our recommendations. Call or 
write for full details. 


Tni-Clouer 


MACHINE CO. sevmnere 
Kenosha, Wisconsin 8 South 
Michigan 

Avenue 


TRIALLOY AND STAINLESS STEEL . FABRICATED STAINLESS STEEL as 
SANITARY FITTINGS, VALVES. TRI CLOVER INOUSTRIAL FITTINGS AND Chicago 3, 
PUMPS, TUBING, SPECIALTIES INDUSTRIAL PUMPS U.S. A. 


THE Complete LINE 





chandise be sold if there are no 
places to buy it.” 

Mr. Freeman is equally enthusi- 
astic about and faithfully adheres 
to, the fourth and fifth points in 
his formula—keep your merchan- 
dising and distribution techniques 
attuned to the times, and be aggres- 
sive. 

For one thing, he refused to join 
in the moaning over the influx of 
single-flavor “red devil” vending 
machines. Instead, he got into the 
vending machine business himself. 
Now firmly convinced that auto- 
matic merchandising can help de- 
velop many new markets, he re- 
cently ordered “another sizable 
quantity” of vending units, both 
bottle and cup types. 


Met Unemployment Head-On 


And when unemployment in his 
territory recently took on serious 
proportions, he “didn’t even think 
once of pulling in my horns.” He 
met the problem by adding a tele- 
vision program to his advertising 
schedule (“you’ve got to do your 
most aggressive selling when times 
are bad’), and by stepping up de- 
liveries to dealers (“it made it 
easier for our accounts to pay us’’). 

Mr. Freeman doesn’t know 
whether other bottlers subscribe to 
his thinking. He does know—and is 
proud of the fact that—it has paid 
off for him by making it possible 
for him to celebrate the fiftieth 
anniversary of his growing com- 


pany. 


West Virginia Supplymen 
Form Association 

Formation of the West Virginia 
Bottlers Boosters Association was 
announced last month. 

Officers of the new organization 
are: D. D. Watters, Owens-Illinois 
Glass Corp., president; William 
Vossler, Pure Carbonic Corp., vice- 
president; O. L. Duncan, Duncan 
Box & Lumber Company, secre- 
tary-treasurer. 

Directors are: William Carroll, 
Vess Company; Al Dressler, Di- 
versey Corporation and Henry 
Haar, Crown Cork & Seal Co. 
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REEVES ARMY TWILL 


Fi 


Miiliig 


“RIGHT” ON THE JOB % 


bed) \ 


WITH DR. PEPPER: 


MART-LOOKING employees reflect a smart organiza- 
S tion. That’s why the purchasing agents for Dr. Pep- 
per choose uniforms of durable Reeves Army Twill 

Made only from carefully selected, highest quality cot- 
ton, Reeves Army Twill is Sanforized and vat-dyed in 
colors which are fast to sun, water and perspiration. It 





endures the hardest wear . . . the toughest treatment of 
repeated washings, and still looks fresh and crisp. 

Make sure your workers look trim and smartly dressed 
all through the day. Join the thousands of organizations 
from coast to coast, who know that their employees look 
better .. . work better . . . and feel better in uniforms 
made of long-lasting Reeves Army Twill. 


“FROM COTTON TO CUTTER” 


Uniform illustrated manufactured by 
T. S. Lankford & Sons, Abilene, Texas 


REEVES BROTHER S, Bet. 54 WORTH STREET, NEW YORK 13, N.Y. 


REPRESENTATIVES IN: Akron ¢ Atlanta ¢ Boston ¢ Chicago * Dallas * Los Angeles ¢ Philadelphia * Portland, Oregon © St. Louis * Montreal * Toronte 
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For storing and mixing your syrups. 
Sanitary construction - ertical, hor- 
izontal and squat types. Standard 
tenks and special designs. 





Asbestos Pads and filter cloth for 
filtering your water, syrups, and 
acids. Working samples furnished 
without obligation; advise sizes re- 
quired. 


5 “FILPACO” 


A Aids to Increased 
\) SALES! 


STAINLESS STEEL 
TANKS 










SYRUP FILTERS 


Sanitary construction - in 
which capacities can be va- 
ried by adding or removing 


plates. ated with filter 
per, filter cloth, or as- 
estos pads. 


FILTER PAPER 








WATER POLISHER 


The "'Common Sense" Disc Filter 
is designed to give your water the 
sparkling clarity you require for 
your beverages - at a low cost. 
Utilizes filter paper, cloth, or as- 
bestos pads. 














Other “FILPACO” Products 
Portable Agitators, Sanitary Transfer Pumps, Stain- 
less Steel Measures, Sanitary Fittings, Tygon Tub- 

ing, and Conveyors. 











P 
CAE PAG 
\*% “< 


WRITE TODAY FOR FURTHER INFORMATION and LITERATURE 


The FILTER PAPER CO. 


4) 
Xe , 2414 S. Michigan Ave. 
Ay Chicago 16, Ill. 








CROWNS 


...-As You Need Them! 


..- When You Need Them!... 








PENN has been servicing the 
industry with Precision-made, 
brightly lithographed 
CROWNS for more than 20 


years. 





Need delivery in a hurry? Need special 
decorations? — Stock designs? — Just call. 
We also manufacture metal screw caps from 


18mm up to 89mm. 





Penn Cork & Closures, Ine. 


1155 Manhattan Ave., Brooklyn, N. Y, 
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Bottled Water 
Takes Slack Out Of 


Slow Season 








Sorn= water really stepped up 
our sales last winter,” asserts Joe 
Reed, sales manager of the Jewell 
Water Co. of Chicago. “It’s taken 
the slack out of the slow season 
and put us in business the year 
round.” 

During the past three years, sales 
bottled 
doubled with each ensuing year. 


of Jewell’s water have 
The product has been “pushed,” of 
course, but the fact still remains 
that now, after only three years, 


bottled water constitutes almost 5( 
percent of the total sales of the 
company, which also sells a com- 


plete line of flavors. 


Big Demand 


“We started with spring water 
as a filler-inner,” Reed related 
“Then we discovered people wanted 
it. They prefer it as a mixer at the 
bar, and as a regular drinking wa- 
ter. It’s an especially big seller at 
hotels. 
first, we had 


restaurants, and 
And to think, at 


taverns, 





The half-gallon bottle of Jewell 
Waukesha Water in a special 
pouring device used at bars and 
restaurants. 





trouble getting the drivers to push 
our spring water.” 

The Jewell Water Company ob- 
tains its water from a constantly 
running spring in Waukesha, Wis- 
consin, just three and a half hours 


away. It is transported in a stain- 








VANILLIN 


ZIMCO*LIGNIN VANILLIN C. P., U.S. P. 











Al Natural Source Vanillin Originated 
















A Finer Vanillin of Exquisite Aroma. 


Consult your flavor supplier 


* A 
Slouwn Chemiialt. | 
SUBSIDIARY OF STERLING DRUG INC. 
170 VARICK STREET, NEW YORK 13. N, ¥. | 
J 





445 Lake Shore Drive, Chicago 11, Ml. 
FACTORY: ROTHSCHILD, WISCONSIN 
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Anchorglass 
BEVERAGE BOTTLES 


Ts 


Pits APPLIED COLOR LABELS. 


less steel truck to the Chicago plant, 
where the water is transferred to 
another stainless steel tank. Very 
often it is bottled on the same day 
it leaves the spring. 

Jewell’s Waukesha spring water 
is sold in half gallon containers and 
7-oz. splits. The half gallons are 
packed six to a case, which makes 
them more convenient to handle and 


store. 


Gaining Momentum 


Last year a mailing of 6,000 cards 
was sent out. The mailing resulted 
in between 85 and 90 new customers 
for Jewell water. More proof of the 
market—a market 
touched. 


Jewell’s bottled water business 


virtually un- 


has grown tremendously, and they 
anticipate an even greater growth. 
Judge for yourself. When a product 
experiences a 100% increase in 
sales every year for three years, 
there’s proof of a ready and waiting 


market for it. 
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TWO WAYS 


By Modernizing Your Refrigeration With 
This New Condenser System 


@ Power savings and water savings combine to make 
money for you when you replace an old fashioned 
refrigerant condensing method with a modern Niagara 
AEROPASS Condenser. Either saving quickly returns 
the cost of the installation; both together make an impor- 
tant reduction in your operating costs for refrigeration. 

In this new method the refrigerant gas passes through 
two cooling coils. The first coil, air-cooled, removes the 
superheat and condenses oil vapor from the refrigerant; 
the second condenses the refrigerant by the evaporation 
of a water spray from its surface. The heat is transferred 
to the air; less than 10% of the water used in conven- 
tional condensers is consumed and you save the cost 
of the water and the cost of its piping, pumping and 
disposal. 

In addition the Niagara Aeropass Condenser controls 
the head pressure of your compressors at the lowest 
point for good operation, reducing your power bills. 
It does this automatically the year ‘round, giving full 
capacity for peak summer loads and providing the 
greatest power saving in cold weather. 

Hundreds of experiences in all industries that use 
refrigeration demonstrate these benefits and prove that 
they give a lasting improvement in refrigeration plant 
operation. 


Write for Niagara Bulletin No. 103 
for further information 


NIAGARA BLOWER COMPANY 


Over 35 Years of Service in Industrial Air Engmeering 
Dept. NB, 405 Lexington Ave., New York 17, N.Y. 


District Engineers im Principal Cities 


INDUSTRIAL COOLING 4) 


NIA 


HUMIDIFYING @ AIR ENGINEERING EQUIPMENT 


HEATING @ DRYING 











Some of the outstanding fea- 
tures of the PRIESAND stain- 
less steel tank: 


@ Safer — Safety valve built 
into the head 


@ Lightweight — single wall 
construction, eliminates use of 
lining 


@ Durable — built to outlast 
any tank on the market 


@ Attractive — polished clean 
to stay clean 


Liberal trade-in allowance on your present old, tin lined tanks 
toward the purchase of these new stainless steel tanks. 
ORDERS FILLED WITHIN 3 WEEKS 


Priesand Bros., Ic. "tema te 








ACCURATE 
Bottle Count 


prevents 
LOSSES 


Model 6-HF-4-1 
Bottle Counter 


Know total bottles produced against cases 
delivered! Know breakage points on the line! 
Complete details in Catalog No. 51 


Call our nearest representative! 


DURANT MANUFACTURING COMPANY 

1920 N. Buffum Street 120 Orange Street 

Milwaukee 1, Wisconsin Providence 3, R. |. 
Representatives in Principal Cities 


PRODUCTIMETERS 
SINCE 1879 
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CLASSIFIED 
ADVERTISING 





RATES AND GENERAL 
INFORMATION 


ON CLASSIFIED ADVERTISING 


® For sale, Exchange and Wanted 
Advertisements are available to read- 
ers at the following rates: 25 words, 
$1.50 each insertion; 6¢ for each addi- 
tional word. Address or box number 
is not included in word count. A num- 
ber, or group of numbers is considered 
as one word 


® Orders for classified advertising 
must be accompanied by payment. 

® Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services aré not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 

© All advertisements m earing in 
these columns are de. In an- 
swering same, please wie notice that 
letters must be sent to the box num- 
ber, initials, name or address given by 
advertiser. The N. B. G. assumes no 
responsibility for condition or descrip- 
tion of items listed in this section. 

® Under no circumstances will the 
N. B. G. give the names of parties 
where box number or initials are 
given as the address. All answers 
sent in care of this office are promptly 
forwarded. 
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80 Broad Street, New York 4, N. Y. 











SPECIAL 
ANNOUNCEMENTS 


BOTTLERS 


WE BUY 


TRADING POST 


SELL - EXCHANGE 


500 gross 7 oz. BUBBLE UP 

700 gross 7 oz. B-1 Bottles 

5000 cases 10 oz. Dr. Swett's 

4000 full depth cases 7 oz. ACL sodas 

5000 full depth cases 7 oz. flint sodas, 
small name in glass. 

5000 full depth cases 10 oz. ACL flint 


800 gross 12 oz. attractive sodas, flints 
and emerald green 


1000 full depth cases 29 oz. sodas 
500 gross new emerald green 32 oz. 
sodas 


check with us for real ‘"BUYS"’ 
on other franchise bottles. 








ON BOTTLE & SUPPLY CO 
1 AVE Ki tele) ¢a4. ie) 
BEACHVIEW 8-345 





iT 1S INCOMPARABLE! 


A-1 Cola Base Concentrate 
“The Cola of Superior Flavor” 
write for free sample to 


CLOISTER LABORATORIES, INC. 
3285 W. Huron St. Chicago 10, 111. 








FOR SALE 


Business Opportunities, Bottling Establishments 


ete bottling 


usiness 


FOR SALE 
75,000 bu 
portune time for 
S P K, BOX 


FOR SALE 


June, 1950 


Cha rles 


MAIN 


S JACOBOWITZ & 


FFALO AMHER 


WARM WEATHER SALES 


la model reconditioned equipment bargain 
prices! All of this equipment available for imme- 
Sia e delivery 
Carbocooler 7', HP Cem 250, 500 and 1,000 
compressor eal. saturators 
Liquid Model 90! Liquid 15-head mixer 
cooler—i5 HP Cem 12-head mixer 
Cem i6-head type B 
New Liquid 250 and 
500 stainless carbon- 
ators. 


com- 
pressor 
emer “ Rayfield 5 HP 


an ies of these less 
than 2 yrs. old) 


In our cue in Buffalo and in our warehouse 
in New York, we have reconditioned and guaran- 
teed fillers available for immediate delivery, in- 
cluding: — mores, Burns for half allons; 
Burns G_ automatic; Liquid 12-spout, spout, 
32-spout low pressure Am 40-spout Red Diameon 

Crown Cork and Seal Dixie hand-feed automatic 
and one-man automatic models; C 20-spout, 
28-spout and 40-spout—all at bargain prices 


WASHERS—We also hove graitante in Buffalo and 
erk Barry-Wehmiller, Miller Hydro, 
. Liquid Red Sencan Universal ] 
Liquid and Meyer brush washers ranging from 
12 bpm meron to 240 oy capacity. 
All prices ap 50 % new—all equipment 
guaranteed. Ne obligation. _* us serve you. 


- 0 ane : 
Serung Aemeucan Dndusty¢ §or over JO Years 


CLASSIFIED 
ADVERTISING 


FOR SALE. 
Eastern part of 
payroll; national 

1 


6 


The most complete plant in the 
Texas; lots of people; lots of 
BOX 320. 


franchises.—-F. ]., BOX 320.— 


Bees SALE.—Beer, soft drink plant; franchise 
] nationally known drinks covering 4 
northern New York state; same owner 
new plant; fully equipped; 4 trucks 
on; near large resorts; health 
ropert price reasonable-—-APPLE 
BROKE RS. Cleveland, Ohio 


FOR SALE.—Complete, well-established bot 
tling pl lant in the Pacific Northwest serving 30,000 
pe pulation ; ee national franchises, all equipment 
in A and pr new; plenty of cases 
i vending machine locations; ideal 


r partners; terms.—L, B., BOX 


pels sale with 
COMPANY, 


actically 





FOR SALE 
Spring never-f 
transportation nearby 
P. O. Box 208 West 


»mpany— Mohawk 

with railroad 

LEONARD, 

Lebanon, N. H.—6.-1 : 


- 


FOR SALE.—Family changes make available 
well-established bottling plant with annual 
340,000 cases; located in Central New 

serving population of 510,000; excellently 

modern building, efficiently equipped fot 

‘fitable operation; national cola franchise, and 
complete line of flavors insures year-round income 
bu iness has shown consistently good earnings, 
and has always operated at a profit—-HENRY M, 
cl ARK CO., 100 Broadway, Springfield 3, Mass, 
6 


FOR SALE 
tically new n 
capacity uy 


plant and equ 


Large beverage plant with prace 
machinery in big New England city; 
ne million cases a year; will leas€ 
aipn ent t responsible party; splendid 
anchise firm to establish thems 
y land ; for full particulars, write, 

1 








FOR SALE 


Machinery, Apparatus, Materials, Bottles, Boxes 





4 Delf Vendors for 8oz. bottles; 
Generals 8 to 12-02. bottles; in 
quick sale; write or 


1030 E. New York 


FOR SALE 
5 single flavor 
good condition, priced for 
wire—R DOMONT & SONS 
St., Indianapolis, Ind.—6.-1 


FOR SALE Liquid equipment; 2 new 
60-ga stainless steel mixing tanks with bottom 
drain agitators ; 1 new 4-dise sirup filter with motor; 
| total pr $f f.o.b. Brooklyn, New York; ‘phone 
|Ulster 5-8162.—S. GOLDM AN 2064 E. 8th 
New York 3 


star 


treet oklyr 


FOR SALE.—1 Moi 
plete, Model 6-20, with cap. for Cem No, 28 filler 
can make shipment early part Tune price 
| $2,.500—NEHI BOTT. CO., Chattanooga, Tenn 
| 6 


nnier Carbo-Cooler con 


FOR SALE 


1 Cem No. 28 filler 
in December 


installed new 
with aut 1 


matic 
can 
n be seen in operation 
price $ 5.000.—-NEHI BOTT. CO., Chattanoog 
Tenn 6.1 


kkeeping machine 
200445: complete with 8 reg 
registers, trip plate and 
payroll accounts 

an 2 years old; 

ch px wad in ¢ 
necessitates sale of ab 
write CRAWFORD 
2613, Birmi 


Fe. FOR SALE.— Underwood bo« 

r. Ne CAX48EK 

isters 2 ummy 

| plater 

j ete 

| estimated delivery in October 

s sten 
irther mation 

FOuNSON eco Box 

16 


deal 


machine less tl 


ingham, Ala 


FOR SALE 2 Balti 
1949 as wire ' 
FRUIT BOTT ( 

4-1 


3 4 











Use Berghausen’s 


CARAMEL COLORING 
It’s Safe 


CARAMELS FOR ALL PURPOSES 


Colas « Root Beer + Other Beverages 





m°E BERGHAUSEN CHEMICAL «. 


43360 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 





The 
“STANDARD” 
INSPECTOR 


Over 2,000 in daily 

use in bottling plants 

all over the world. 
e 


For prices and 
complete details 
write to 
Patente 


WALTER J. WARD & co. oy “CLEVELAND, OF 


The World’s 
STARR, = 
TRADE MARK REG. Opener 


STATIONARY 
BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc 
NEWPORT NEWS. VA. 








SECTION 


HOW IT WORKS 


142 





Made of High Carbon 
Spring Steel — 
Nickel Plated 


“Stat peti 


CAPTIVE BOTTLE STOPPERS 


Not Only 
Preserves 
Your Beverage 
But Also 
Gives It A 
Permanent 
Identification 
Captive kngac 
A ontents are consume: 
° All oe live ‘Sparkit na 
ed botth * Cap remains clear of 


r ne nhances A. of the bottle. 
FOR PRICES AND SAMPLES WRITE OR PHONE 


SEAL-AGAIN BOTTLE STOPPER CORP. 
101 Sth AVENUE, en nquin 4-0420 NEW YORK CITY 


‘Siniate of Soda “Seydel” U.S.P. 


Stenderd for over a quarter of a century 


SOBENATE 


A special benzoate for beverages of delicate 
flavor. Does not impart a taste. 





Samples and literature on request 


SEYDEL CHEMICAL CO. 
JERSEY CITY 2, N. J. 


Established 1904 











WRITE OR WIRE FOR PLANS TO 
ape = 8 YOUR SALES WITH 


COL-FAST" 
T-SHIRTS 


...and have free colorful 
advertising for months 
and months. 


VICTORIA 
SILK PRESS, INC. 


805 LUCAS AVE. 
ST. LOUIS 1, MO. 














HIGH AND LOW GRAVITIES 


BROMINATED VEGETABLE OILS 


For Making Ringless Cloudy Emulsions of Orange, 
Lemon, Lime, Pineapple, Grapefruit, etc. 


Our new process offers a superior product, light in color and 
makes ) emulsions of excellent taste and unsurpassed 


DOMINION PRODUCTS, Inc. 


\S 
Manufacturing Chemists 
10-40 44th Drive, Long Island City 1, N. Y. 


Cable Address: Domprod, XN. Y. 
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_. FOR SALE.—1 4x4 Frick ice machine wit! 

7% horsepower electric motor; machine in oper 

ating condition; has been replaced by Carbo- 
voler.—6.-1 


FOR SALE. s Liquid Red 

cr t i Meyer Dumore 

gph Liqui . 

quid 0 & 

water LU ing Ss err all 
guaranteed 

or part of it 


Diamond 
bottle 
Lifetime 
labeler ; 
equipment 
sider selling 


FOR SALE. 
shells 20c ez 
Whistle bottles wit ells 
or wire.—DAD'S ROOT 


ot per 
BEER’ ( 
Talman Ave., Chicago 18 1 


Ill.—6 


FOR SALE.—800 to 1,000 T-oz. cases and bot- 
; 1 name on bottle; We per case f.o.b. Schenec 
—~CORNRICH BEVGS., INC., 2-4 Kelton 

» Schenectady 4, N. ¥.—6.-1 


FOR SALE.—Burns 
this machine is in fair 
Id, $5300 cash f.o.b. 
washer 14 years old in 
Paintsville ; 
6-oz. Upper 
CROW v 


6.-tf 


filler No. 1077 hand fed; 
condition and is 14 years 
Paintsville; D&L bottle 
fair condition, $500 f.o.b 
we would like to buy a quantity of 
Ten bottles in good shape—ROYAL 
BOTT. CO., Box 301, Paintsville, Ky 


FOR SALE r 1 l2c per gross; 
200 gross t »rder—grape, 
ginger beer, cherry cola, g er ale. —SAN DAHL 
BEVGS 2 E Austin, Tex 2 


4,-2 


FOR SALE vaker; near new 
eg 1 P nachir SANDAHL 


2412 r t us Tex.—6 


as 
BEVG S 


FOR SALE 


KARDE 


FOR SALE l2-spout Red Diamond fill 
Serial N 4; t t ne in pertect condition 
* are nstallng large init ; 
e available af Ma | 19%) COATESVILLE 
BEV DISTRIB 717 E. Chestnut St 


Coatesville, I 6 


TORS 


FOR SALE.—*% merican selective vending ma 

uine nodel 12 n perfect ape; no reasonable 
ffer refused y quantities.—PEPSI-COLA 
MET BOTT IN¢ 2H Oa l 
Alexandria, Va.—t,-2 


le St 


FOR SALE 


June, 1950 





ATTENTION !!— BARGAIN HUNTERS 


Partial Listings From Our Specials 


. ,000 gr. ig sodas lettered ‘‘asco'’ on shoulder. 
rr. 28-02. flint sodas 
iz cases 28/12-0z. Spur bottles; also 6-oz. Spur. 
,000 cases 24/12-02. flint sode steinies, small name. 
r. 12-02. new flint ACL soda steinies. 
lint 10-02. 


botties 
reen 10-02. sodas "ACL", 
sodas * ht. 


14-02. wt. 


one 
15,000 cases 612-02. ACL Joe Louis Sodes 
100,000 full-depth 7-oz. cases; 10,000 full-depth 29-02. 


1. BASKOWITZ BOTTLE CO., INC. 
1301 Grand St. Brooklya 6, N. Y. 








FOR SALE 


1200 gr. B-1 7-oz. ACL Bottles 

20M cs. 6 ea. 64 oz. Amber Steinies 

1M gr. 12 oz. white exports 

10M cs. plein 24 oz. green & white 

15M cs. plain 12 ox. or steinies 

3000 ¢s. 7 oz. ACL Whi: 

6M cs. 10 oz. ACL Dr. Cate 

3M gr. Dr. Swetts Crowns 

WANTED: Your surplus bottles, cases, siphons, etc. 
Consult us. 


BISON BOTTLE COMPANY, INC. 
28 Wasson St. Buffalo 10, N. Y. 








We Will Buy At Any Point 
Any Quantity of Emptied 10-Gallon Grapette, 
Double-Cola, and Pepsi-Cola Metal Cans; 
= Also Wooden Kegs, Barrels and Steel 

rums. 


BUCKEYE COOPERAGE CO. 
3803 Orange Ave. Cleveland 15, Ohio 








FOR SALE 


1,000 cases 12-02. capacity, flint, tall, semi-steinie with 
private ACL; 2,000 cases flint, 10-02. capacity, private 
ACL, tall sodas packed 24 to full depth shell; 1,000 
32-02. capacity flint quarts with private ACL, 
12 to full depth shell; 1,000 cases tall, 12-02. 
flint, plain sodas initialed on shoulder; one 
earload unee capacity tall, flint sodas with private 
ACL; 300 gross 6-oz. capacity ACL Chero bottles. 


SIGNER BOTTLE SUPPLY CO. 
Cincinnati 14, Shioc 


cases 
packed 


capacity, 








A REAL BUY! 


40-Spout BOTTLING UNIT, COMPLETE—Washer, Meyer 
Dumore model 520-P, 20-wide 5-compartment—Filler, 
Meyer 40-spout left-hand, with 10-head crowner — 
Carbo-cooler, Mojonnier Model 242—-Deaerator, Meyer 
Model DA-69—Synchrometer, Meyer Model SY- 70, new 
style meters—tabelers (2), Ermoild automatic, 6-wide 
— Accumulating table, Liquid, 60- inch os Compressor, 
Frick, 3 x 8 
stand, pre-cooler, valves, ed and 1-50 H.P motor 
with starter — Conveyor, set, complete, including 
motors, switches and speed reducers. Excellent operat- 
ing condition; replaced by 50-spout unit; price on our 
floor; local firm will prepore shipment at low cost. 
Pepsi-Cola Louisville Bottiers, inc. 
Louisville, Ky. 





Box 1917 








FOR SALE.—1};-ton trucks with open bottler's 
bodies, 1946 Ford, excellent tires and condition, 
$800; 1947 Studebaker same as new, less than 
10,000 miles, $1,150; 1942 International, motor 
and tires fair, no repairs needed; $450; 1941 
GMC, motor and tires good, $500; sections of 
Rapid Standard roller conveyor, stands, curves, 
spurs, and stevedores, good condition, price 10% 
xf cost; storage and mixing tanks from 100 to 
330 gallons, prices from 25% to 3% of cost; 
lightnin’ portable mixer $20; Lomax ? filter 
and pump, 5 gpm, exc. cond., $175 eerless 
water filters, 2,000 gph, 2 yrs. old, cost $3,800, 
sale price, $1500; S-wide Meyer Dumore, splits 
to quarts, single end washer, overhauled last 
summer, $750; 24-spout Liquid Carbonic filler, 
crowner, and air compressor, exc. cond., good 
ior 1 flavor of carbonated or still drink, or choco- 
late, $1,000; Lefel stoker for 29 hp. Scotch 
Marine boiler, cost $1,150 2 years ago, sale 
price $350; @) hp. Economic boiler with stoker 
ready to operate $750; 25 ton Frick ice compres- 
sor, $1,000, 1,000 gross plain crowns, 12c per 
zro., 5,000 gr. Hep crowns 10c per gr.; 4,000 
cases Hep T-oz. ACL bottles, 24c per case plus 
1c per shell; 2,500 cases Imperial 32-02 ACL, 
4c per bottle at 25 yr shell; 2,500 cases 
Imperial 12-0z. ACL tall steinies at 36c per 
case, plus lc for shell; 5,000 cases Emerald 
Green 6-oz. ale bottles, Ballantine type, 24c es 
case; 10,000 new partitions for 12-0z, cases, ) 
per thousand; all the above available through a 
consolidation of 2 plants; prices f.o.b.; phone 
Endicot 1-3163 CLICQUOT CLUB "BOTT 
CO., 6810 Wade Park Ave., Cleveland, Ohio.— 
6 


FOR SALE.—Complete 1-man hookup; Meyer 
Junior 4-wide 2-compt, soaker—Dixie D automatic 
filler and capper Cem 250 gph carbonator and gag 
fired water heater; all new in 1937; has run lesg 
than 400,000 cases and completely rebuilt; may 
be inspected in operation; must move fast; priced 
cheap.—-GLACIER SPRINGS BOTT, CO., 711% 
Wooster Pike, Cincinnati, Ohio.—.-1 


Model F Dixies, automatic, 
Compressor and 
500; 1 120-case 
been less 
equipment ; 
new in 166 and 
$1,700.-ROYAL 


Texas. 


FOR SALE.—2 
$2,000 each 1 Carrie 
Cooler 2%)-gal. per hr 
washer, almost like new, $4,000; 
0,000 cases bottled on this 
200-gal. Carbo-Cooler bought 
just been completely overhauled 


CROWN BOTT. CO., Corsicana 


FOR SALE.—1 Lomax HP-6 stainless steel 
sirup filter, 8 gal. per hr 1 Liquid Lifetime car 
bong ky 200 gal per-hr.; 2 100-gal. stainless 
Lomax tanks with 2 speed bottom agitators 
IMPERIAL BEV. CO., 234 Orchard St., Rox 
ster 6, N. Y.—6.-1 


heater.—JEF 


FO ALE.—1 3-burner Evans 
New Or 


RS 
FERSON BOTT. CO., Metairie Ridge 
| 


fe ans 20, La.—. 


sets 24” In 
400 gph, $4) 
and sand filter 


Available new; 3 
fileo purifiers and sand filter, Cap 
per set; 1 set 36” Infilco purifiers 
cap. 845 gph, price $600; complete refrigerating 
unit cons isting of 2 Fricks 5 x 5, Bozman tank 
with Frick Zig-Zag coils and Buffalo evaporator 
condenser, 6 tons, all attachments; cost over 
$10,000: sacrifice for $6,000, guaranteed A-1 con 
lition; 2 founta sirup filling units, stainle 
teel, $100 each; 2 Ellenite water purifying unit 
complete with Ellenite tubes, stainless steel, 1,000 
gph. cap., cost $500 each, price $350 each; § dry 
nverters, 150 Ibs. cap. $80 each; 1 Leffe 
type Stoker unit for Leffel type 40 to ™ 
p, extra new grates, parts, etc complete f 
$1,000; automatic conveyors, 2nd floor lift 
eral sections ler ball bearings, straigt 

ns and curves with stands; Nash air 

x and Bull's eye inspection lights; 5 
Rotary labellers, pints, complete with parts 
gal. stainle steel horizontal storage tank 
eact all prices f.o.b. plant, Norfolk y 
PEPSI-COLA BOTT. CO 
DeBree Ave 


FOR SALE. 


we ¢ 
boiler 


details 
FOL K, IN¢ 2th at 
Va .-1 


FOR SALE.—4%-wide 


automatic Dixie filler 


equipmer 


part 


FOR SALE 
1AM) ogy Cen 
steel tanks; World 
Crown Cor & 


A € e 


FOR SALE 

washer, new ir 
truc SZ nM 
arger machine being 3 DR 
co Mi Sackr 


¢ REISS BEV 
N. ¥ a | 


143 








FOR SALE.—Moj 
used less than 
half of new, 
328.—6.-2 


Cooler, 5 


he ed 
R., 


Carbo 
like new, 
delivery 


mnier 
6 months, 
mmediate 


hp, 
almost 


BOX 


FOR SALE. 
used a few 
guaranteed, cc 


Burns automatic Model G. filler, 
years only factory reconditioned, 
mplete F. S., BOX 229 2, 

FOR SALE. Several 
emerald green color 
a beautiful package 
INC., Akron 6, Ohic 


hundred 

applied bottles; 

GOLDEN AGE 
6.11 


6-oz 
make 


gross 
they 


BE\ 


FOR SALE.—-Cen 
sets of dials; 500-gal 
tor; im perfect c« 
equipment 
offer 


late model B with 5 
Stainless steel satura 
— ke ause larger 
installed st reasonable 
FOX GINGER ALE, 77 
dence, R. I.—6.-1 


2 
Cem 
ndition ; 
been 
RED 
Prov 


has 
acepted 
Silver Spring St 


FOR SALE. 
hiler new in 
4-wide Liquid 
2 100-gal 


hiter t 


Dixie odel F 
1947 
automatic 
Stainless steel 
ave purchased 
unit at very 
ndividually 


ne-man 
Cem 
washer; bottle 
tanks; 7 
equipment 
prices, 4 a 


» BOX 3 


unit 
saturator 
inspector 
Seitz sirur 
and will 
complete 
.-1 


lisc 
sell 
outht of 


FOR SALE 
es ompartment, 


Liquid Superkleen washer 
single end; Ser. LS 


8-wide 
35-300 
ht co CLICOQUOT 
O., 1027 nee 


ug 
Horr ( 
Pa 2 
FOR SALE.—1 World 
mplete wit! 5 
able—H. M 

Chicago 20, Il 


Semi-Automatic 
t arts 
~ 248 Sy 


motor, © oz 
SCHMITT, Pauling 
1.—5.-1 


FOR SALE 


Dixie with Reeves 


Dixie; 1 factory rebuilt model ¢ 
variable speed drive and new 
never used, Crown Cork automatic return bottle 
feed, complete in detail including new motors, 
acromatic siruper, pulp valve, etc.; equipment 
never used, same as new; also 1 rebuilt hand 
feed model C Dixie BOTTLERS SERVICE & 
SUPPLY CO., 116 First Avenue North, Minne 
neapolis, Min.—1.-6 


FOR SALE.—No. 1 Unit Miller 
min No. & 
spout Mod. | 


Washer 140 per 
3004, installed 1-24-38; Liquid 40 
Ser 1975, installed 6-11-26; 
crowner 8-head rot mixer Kendall Ser. No. K- 
16-149, installed 3-17 Liquid 1,000-gal. per hr 
carbonator Ser no retrigeration equip 
ment; including onveyor, $4,000; No, 2 
Unit Miller Wa r 140 per min., Ser. No. 3003 
installed 1-10-38, Liquid 40-spout Model F Ser 
No. 2207, installed 1-31-81; crowner 8-head rx ytary 
Mod. D Ser. No. 538, installed 9 37 Kendall 
Mixer 16 head, Ser. No. K-16-151, installed 3-17-48: 
Liquid 1,000-gal. carbonator, no refrigeration equit 
ment, $4,000; No. 3 Unit Miller Washer 140 per 
min. Ser. No. 3001 installed 2-15-37, Liquid 40 
spout Mod. F Ser 2467, installed 5-10-37, 
crowner 8 head rotary Mod. D Ser. No. 483, in- 
waned & >-37, Kendall Mixer 16-head, installed 3/48, 
quid — per hr. carbonator Ser. No 
E5/0677 N 3 has been completely over 
aes by factory engineers; $12,500; these can be 
ou " as whole or separate units.—COC 

BO WKS., N cabelie. Tenn.—3.-t vein 


Ser 


juid cond., at 
Liquid Un 
yndition, splits 


E. X., BOX 


FOR SALE.- Lic 12-spout, exc 
chments for 7, 12, 2-02. bottles; 
5-wide, excellent « 
1id-Magic carbonator 


FOR SALE 
ottling pla l 
City. Su stant al 
cated in pulat ed 
mac} in excellent 
ished 21 year Will 


tself 


Small 60 
ated in 
beer 


case per hour 
metrop 
distributing 
market. F 
operating 
sell the bott! 
nterested P arty, 
both ne re 
od buy.—F. B., Box 211 


moder n 
New ork 
business, Lo 

yur trucks and 
mdition, Estab 
ing business by 
independent of the 
wher tiring 


be 
t itan 
well-px 
nery 


SALE.—24-spout Red Diamond f 

S-wide Meyer soaker 1941 
Lifetime carbonator; O & J automatic 
10 hg i unit; all machines perfect; 
as one ndividually E. G., BOX 


ler and 
500 g.p.h 


FOR SAL z.- 


emonette 


~,000 cases Grapette, Orangette, 
and ases average age 1% 


GRAPETTE BOTT. CO 


case 


— SALE one-man 
natic 

hp General E 
2 — 


new n 
20 
nstan 


Dixie “F” 


niversal aut 


“ROX 290. 


Co., | 





FOR SALE 


1500—Single on Soest Quarters. 
Steel H An 1947 & 1948's. 


Tanks and Mix- 


Now ‘Stelat ‘sheet oe 
ess 
~“g ti dia.. 36° High 


» Tanks 100 Gal 


GIRARD MACHINERY & EQUIPMENT COMPANY 


134 S. Second Street Reading, Pa. 








FOR SALE 


— SALE: Beverage coolers, brand new, slant front, | 
6 or 8 fe . with coils and expansion | 
valves 8 $175.00, F.0.B., . Also fiet top coolers, 
new, wer 4 4 plete with g unit 
sies. 00, F.0.8 Y. 


INTERSTATE APPLIANCE CO., INC. 
600 Broadway, New York, N. Y. 











CONSULTANT 
Preparation and Production of Carbonated Beverages 
Leading U.S. A. and Foreign Manufacturers 


erved. 
DR. FREDERICK H. POLLACK 


Lorree Laboratories 
8-28 Asteria Boutevard Leng isiand City, N. Y. 








STAINLESS STEEL , ANKS with side entering agitators 
3- W gal; § - 60 gal; - 100 gal; 3- 150 gal; 300 gal; 
3 - 500 ¢ 

STAINLESS STEEL TANKS, open top, tor storage 
60 tanks from 30 gal. to 500 gal 

Meyer & Liquid Washers—8 wide, 3 comp. splits to quarts. 

PERRY EQUIPMENT CORP. 

1519 W. Thompson St. Phila. 21, Pa. 


over 








FOR SALE 


1 car 7-02. tall sodas 2 dozen low cases, 50 cents 
per case. 

1 cer 12-02. Emerald Green plain ed Bottles. 

1 car Amber picin 7-02. sp 

2 poe oe flint plain botties, pack 1 dozen poper 


120 } stewed 63MM white tin lug finish caps. 
50 thousand 66MM white tin lug finish caps. 


. PELTZMAN BOTTLE Co. 
1721 Holmes St. Kensas City 8, Mo. 








EXCEPTIONAL OPPORTUNITY 
EXCEPTIONAL OPPORTUNITY— 


A nationally known soft drink company offers a per 
manent position to an executive type field sales repre- 
sentative whose principal duty will be to franchise bot 
tlers or representatives of capital who wish to enter the 
bottling business. These qualifications are essential: Free 
to travel. Extensive bottler franchising experience. Ap- 
pearance, personality and ability to approach and sell 
highest type businessmen. Good character supported by 
references that will stand investigation. Please submit 
photo and complete resume including previous earnings 
Salary open—indicate your minimum requirement. Our 
organization has been informed of this ad. Box 335 
care of this office 








WANTED TO BUY 


ae Outfits, a Boxes, Machinery, Materials 


WANTED 10 BUY.—Am desirous of purchas- 
ing a Seven-Up or a smaller Coca-Cola bottling 
plant; full particulars concerning your operation 
when ze reply will be appreciated —E. M., BOX 
295.—4.-3. 





WANTED TO BUY. —Cem 28-spout ‘filler or 
40-spout filler, fair condition, give serial number, 
attachments, all information and price—E a 
BOX 308.—5.-2 


WANTED TO BUY.—29-oz. ‘ginlin bottles and 
shells; white or green; any quantity; submit 
rice and sample to—-HERSEY BEV. CORP., 
Jnion St. at Broadway, Schenectady, N. Y.—5.-2 


WANTED TO BUY.—7 bottles, height 
9%” plain or blown glass label; beverage bodies 
steel, slide rails cap. 156 cases more.—NESBITT 
BOTT. CO., 1909 Exchange Ave., Okla. City 8, 
Okla.—6.-1 


~ 


7\%-oz. 


WANTED TO BUY.—Dixie F filler, 36” acc. 
table, 90° turns, divider, combiner, Whitney con- 
veyor; give serial full information.—NES- 
BITT BOTT. CO., Exchange Ave., Okla. 
City 8, Okla.—6.-1 


nos., 


1909 


WANTED 
wanted, give 


letter F. T 


TO BUY.—Late 
serial number and condi 


BOX 330.—6 


Model Cem 28 


tion in fi 


rst 





HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmea 





HELP WANTED.—Salesmen: new progressive 
flavor house wants representation, all but New 
England states; several specialty items; ipod Ne. 
portunity.—ATLANTIC XTRACT 
1% Fulton St., Boston 13, * nae 


- HELP WANTED. ay wee intendent wanted for 
large Southern plant; must know production; 
cleanlit and sanitation of utmost Eomortince 3 
must know how to handle personnel and produce 
a quality product.—E. A., BOX 285.—4.- 





ness 


ag oe rn 


the bever ade t 


calling on 
quality 
design ; 
reply 


Salesman 


th custom 
on commission 
—§.-1 


basis; 


HELP WANTED 
resent nanutacturer 
or bottlers, 


1 establ 


We want salesmen to ref 

pre ducing a quality line of 
soda fountains and sirup man 
ed territories now open; 
eat vol business; liberal’ con 
missions i as side line-—G 
BOX 916 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 





WORK WANTED.—General Manager, 12 
years experience in sales, production, plant de- 

ning and franchising; available on short notice; 

sident southern state but will travel or locate 
anywhere.—C, U., BOX 251.—5.-2. 


WORK ‘WANTED.- Production supt.; experi- 

e1 need on Liquid and CCS equipment; now supt 

de » 1A),000 cases yearly; understands 

j oduction and sirup room pro 

leave sent locality; married, 

r | ate anywhere.—F. H 
318 


BOX 


WORK Vanree. Able man, age 38, college 
1 etime experience beverage business ; 
ind office management: seeks post 
ther responsible position; excellent 

r Rotary—FELIX O'HARE, 
, Lynn, Mass.—6.-1. 


n, | 
sirups. sales 
aS Malager or 
references mer 


1) West Neptune St 


Man, with 20 years’ plant 

division and franchise ex 

rier , »s mnectic with parent company 
t ] t sults will pay off 


WORK WANTED 


nanagement 


ottling 4 
M.. BOX: 


National Bottlers’ Gazette 





have you ever seen 


a super-salesman? 





This super-salesman is a taste-bud. Every tongue in 
the country has its quota. Bottlers can have 
billions of these super-salesmen working for them 
all over the country. Just make them perk up 
and say “Good” and you'll have a sale every time. 





ated Other Pfizer Products 
Fine flavors make taste-buds murmur “Delicious.” for the Bottler 

But even the finest flavors are enhanced by a 

quality acidulant. Use Pfizer Citric Acid in your 
beverages and you'll have these eager super-salesmen 
purring “Irresistible.” 


Caffeine Alkaloid U.S.P. 
Hydrous or Anhydrous 

Sodium Citrate U.S.P. 

Pfizer Citric Acid is available in the U.S.P. grade Tartaric Acid U.S.P. 

and as Anhydrous Citric Acid. Use the water-light 

Anhydrous product — you get more acid and save on 

freight and handling charges. For details on how 

to convert to the Anhydrous product, write: Chas. 

Pfizer & Co., Inc., 630 Flushing Avenue, Brooklyn 6, 

N. Y.; 425 North Michigan Avenue, Chicago 11, 

Ill.; 605 Third Street, San Francisco 7, Calif. 


@ PFIZER 


Manufacturing Chemists fer Over 100 Years 














foole « Jenks 


JACKSON, MICHIGAN 





